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NEXT MONTH 


CERTAIN jobber’s salesman in the 

east has been maintaining an un- 
usual steady volume of business through- 
out the so-called period of hard times. 
Believing that all salesmen are keenly in- 
terested in how others secure results, we 
have arranged for an interview with this 
salesman, which will appear in the May 
number. There is nothing spectacular in 
his methods, but through long experience, 
backed up by a. 1921 fighting spirit, he 
has found it possible to overcome the 
obstacles which are confronting the aver- 
age salesman of today. This interview 
should be of intense interest to every 
reader. 


+ k 


HE Spring meeting of the Electrical 

Supply Jobbers’ Association will be 
held at Hot Springs, Va. May 25th to 
27th. Editors of Tue Jopser’s SatesMaN 
will be in attendance to adequately 
“cover” this important affair. Interesting 
reports of the happenings, together with a 
pictorial record of the delegates will ap- 
pear in our June issue. 


+ + 


RTICLES of unusual interest, dealing 

with present-day problems, will be 
discussed by writers well known to the 
industry in the next issue. Enlarged de- 
partments will also contribute to making 
this an issue of unusual interest and 
value. 


' bt & 


CCASION is again taken to urge sales- 

men to contribute articles that would 
be of interest to others, particularly those 
dealing with sales experiences. 
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Number One of a Series 


Among the early wiring devices developed 
in the C-H Switch and Specialty Dept. was 
the porcelain pendent switch, a switch which at 
once became extremely popular—as the elec- 
trical men know. 





The biggest factor in making this switch possible 
was the small snappy mechanism operated by buttons 
located in a horizontal plane. If you are an old timer 
you will recall the novelties sent out to the electrical 
trade back in 1909 with the mechanism displayed in 
a small metal box with push buttons to operate it. 
This design also allowed for the simplest and quickest 
method of wiring since the porcelain body was made 
up of two halves. 


The smooth glazed finish has always been liked by 
the user because it is practically indestructible —wiping 
with a moist cloth making the surface look like new 
after years of service. 


Today, C-H Porcelain: Pendent Switches are still 
selling steadily, month after month—still in a class 
by themselves. In brief, these switches were the 
foundation of a department of the Cutler-Hammer 
Mfg. Company which has developed no end of other 
switches and wiring specialties. 


Then the Brass Shell Pendent Came 


The side button opera- 
tion preferred in pendent 
switches, with the same 
high capacity quick make- 
and-break mechanism was 
later built into’ the Acorn 
or 7007 Brass Shell Pend- 
ent, the smallest and neat- 
est of its kind. 

One remarkable feature 
of this switch is the fact 


that it has been manufac- 
tured without change since 
it was first marketed in 
1913. This, as any manu- 
facturer will admit, is a 
noteworthy feat, showing 
care in designing, fore- 
thought, and the excel- 
lence of the C-H_ switch 
mechanism. 


THE CUTLER-HAMMER MFG. CO. 


MILWAUKEE 
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How the Contractor Would Sell 


Three “Customers” Give Pertinent Advice to Salesman 


By THOMAS F. CHANTLER 


Eastern Editor, The Jobber’s Salesman 


OW to sell to the contractor—is one subject at 
H least that is ot ever vital interest to the jobber’s 

salesman. Opinions which throw light upon that 
subject require no embellishing to make them interest- 
ing. For the problem is one which the jobber’s salesman 
has a very personal interest in solving, yet never quite 
succeeds in doing. 

The subject of course is without end. So it’s not to 
be understood that the electrical contractors quoted here 
have even pretended to say the last word. However, 
they are all men who have achieved more than the 
average measure of success, and their opinions should be 
respectéd accordingly. 

The comments which these men have made are meant 
to be impersonal; it is not the purpose to refer to, or 
criticize, any individual jobber or his salesmen. So for 
that reason the names of these contractors are being with- 
held. For, otherwise, the comments might prove em- 


barrassing to the jobbers with whom these men are known 
to deal. 

From time to time, and as men can be found who have 
something constructive to say, there will be further quo- 
tations along these lines. To afford opportunity for the 
pot to call the kettle black is not the purpose of these 
interviews, and only such contractors as can see that 
by helping the jobber’s salesman they also help them- 
selves, will be invited to speak. And here, at least, are 
opinions from three contractors who are big and broad 
enough in their views to see their relationship to the 
jobber and his salesmen in its true light. 

The first man interviewed is an electrical engineer who 
specializes in industrial work. 

“Perhaps it is because the volume of my purchases is 
relatively small that the jobbers do not appear to put 
themselves out noticeably to serve me,” he said. “But it 
is a fact, regardless of the reason, that I have my first 
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time yet to be told of possible new business or receive 
a definite lead from an electrical jobber. I think that I 
should be very grateful to one who did serve me by co- 
operating in that manner. 

“For some time past I have confined my trade to two 
jobbers. I get my quotations by phone, and my purchases 
usually do not go beyond pipe, wire, fittings and lighting 
fixtures. Motors, switchboards and panelboards, and the 
like, I find can be bought more satisfactorily direct. The 
jobbers I deal with cannot look after service complaints 
on motors and it’s but seldom they are in the position to 
give information promptly regarding them. 

“So as far as motors go it is to my advantage in many 
ways to buy direct. And with regard to switchboards and 
panelboards, my specifications quite frequently call for 
those things to be made up specially; and again I can 
save time by dealing with the makers direct. For I find 
that the average jobber is not well informed on those mat- 
ters and misunderstandings are frequent. 


“As a general rule, I have been impressed with the fact 
that the men who take my orders over the phone and 
answer such questions as I call up the jobber to find out 
about are better informed than the salesmen who visit me. 
I might say, too, that salesmen very seldom do visit me. 
In fact, without wishing to appear cynical, I might say 
that I have come to the conclusion that jobber’s salesmen 
make calls only when they have changed employers and 
are out to get new trade for the new house. 


“Also I think that I should topple over with surprise 
if a jobber’s salesman ever inspected a completed job of 
mine and then gave me some constructive suggestions 
regarding things he had noted which might have been bet- 
ter accomplished by using different means or materials. 
We engineers, you know, fall into the habit of specifying 
items of a certain make and type regularly, and sometimes 
it is true that there are newer makes available which we 
know nothing about. So I suspect that there are many 
occasions when mutual benefit would result through the 
salesman giving our work the once over. 

“As I see it, one of the salesman’s big responsibilities 
is to keep the customers of his house informed regarding 
the new things as they come out. But usually when sales- 
men do call on me they appear to have the idea that I’m 
posted right up to the minute and will mention the items 
which interest me. Naturally I’m not disposed to show 
my hand, but I’d listen, just the same, with the greatest 
interest to the man who voluntarily told me about the new 
things which he thought I should know about. 


“Boiled down to a sentence, what I have said amounts 
to this: the jobber’s salesman must put more effort into 
constructive selling and business building, if he is to es- 
cape the charge of being a mere order taker.” 

The next man interviewed is one of the active heads of 
a very large engineering and contracting firm doing a big 
business in a big way. He said: “Up until a few years 
ago we bought direct from the manufacturers, but finally 
Bill Goodwin’s preachment and other causes brought us to 


look upon the electrical jobber as our nearest relative in 
business. We have been trading with the jobber ever 
since. But I’m dubious about my being able to say any- 
thing that will be very helpful to the jobber’s salesman. 

“Our orders frequently run into very big figures and the 
saving of even the fraction of a cent per foot on something 
or other means a worth while sum in the aggregate. So 
we make up our specifications very carefully and scru- 
tinize the jobber’s quotations with a microscope. How- 
ever, I must confess that recollection of past favors or 
appreciation of services rendered has more than once 
tipped the scales in favor of a jobber whose prices were 
not the lowest. 

“Therefore, my suggestion to the jobber’s salesman who 
seeks business from a house such as ours, one buying in 
large quantities, would be this: I would recognize that 
getting business on a price basis solely is demoralizing, 
and I should endeavor to win out by giving better service 
than the others. Any shrewd salesman who studies his 
customer’s business intelligently can quickly discover ways 
to earn the business friendship—and the personal friend- 
ship, too—of those he would serve. And I should strive 
persistently to earn a reputation among my customers for 
promptness, reliability and willingness to be of service. 

“Given those counts in my favor, I would not lose any 
sleep over the other fellows prices.” 

The third man approached is the head of a very aggres- 
sive firm specializing in house wiring. 

“T have never given the matter any thought and there’s 
not time to do so now. We have dealt with many jobbing 
houses in our time and found something to commend in 
each of them. But when I think back over the years it 
isn’t apparent that the salesman himself was ever entirely 
the cause of our leaving one house, or patronizing another. 
Almost always, though, the salesman himself is a big fac- 
tor in influencing such changes. 

“Perhaps I can get at the thing the other way ‘round, 
by mentioning what I would not do if I were a jobber’s 
salesman. 

“First, I should not create the impression when calling 
on a prospect that I did not expect to get an order any 
way and just dropped in to say hello. 

“Second, I should never make promises or statements 
about stocks or deliveries unless absolutely sure of my 
ground. 

“Third, I should never be too busy to go out with a 
customer and help him land business, if he appeared at all 
anxious to have me do so. 

“Fourth, I should never take up a busy man’s time chat- 
ting about things foreign to business. 

“Fifth, I should never give a customer or prospect the 
impression that I had time to spare for anything other 
than business during business hours. 

“Sixth, I should never allow a customer’s question about 
merchandise or anything else pertaining to business go 
unanswered, even though I had to call up the house on 
the customer’s phone to find out about it.” 





ACK to the doorbells! Business does not crowd the reception room this year, nor mass 
before the railings in front. And the reduced home-guard sales force of last year, adept at di- 
plomacy, profuse in apology, expert in entertainment, is not the one to hit the road this year and 


keep up an aggressive attack for orders. 
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Team Work in Lighting Sales 


Great Opportunities for Contractor-Dealer and Jobber’s Salesman 
Working Together 


By W. E. UNDERWOOD 


HEN Ty Cobb pokes out a Texas leaguer and 
roosts safely on first and the next man up lays 
down a sizzling grounder to the third baseman, 

you bet that third sacker doesn’t try to beat Ty to second 
and then hoof it over to first ahead of the runner! Just 
one bone-head play like that and back to the sand lots 
for him, provided the fans don’t kill him before he can 
get out of the park. 

Instead of trying to play the whole game alone, the big 
leaguer works with his team-mates—heaves the pill down 


to second knowing that his buddy there won’t lose any . 
time in relaying it over to first. Through team work two 


beauty bright put-outs are achieved where, by playing a 
lone hand, the third sacker would only get put out of the 
game and deserve to be tarred and feathered. 

In the national pastime of selling better illumination 
there is equal need of team work and just as great an 
advantage to be derived. 

The jobber’s salesman and the contractor-dealer both 
belong to the same team. Together they can do a job 
that neither can accomplish alone. Yet how frequently 
one hears the contractor-dealer panning his natural ally, 
the jobber’s salesman, or perhaps just as often the shoe 
is on the othér foot. And the sad fact is that quite often 
either one or the other has real cause to_be aggrieved. As 
a case in point, a jobber’s salesman sold the equipment 
for a complete lighting installation to a small factory, 
telling the factory executive that his own men could easily 
install the whole ball of wax without calling in an elec- 
trical contractor. Not a man in the plant was a competent 
electrician—they didn’t even have the tools for cutting or 














fitting conduit. Whenever a single piece of conduit wasn’t 
long enough for a run they just used junction boxes as 
joints and lighting units were put in wherever they could 
be placed with the least trouble on the part of the in- 
stallers. You can imagine the kind of a lighting job they 
turned out and you can guess too, that it didn’t take long 
for every electrical contractor for miles around to get hep 
to this botch! And what they think of the jobber’s sales- 
man who is responsible for it would singe a pair of as- 
bestos ears. 

Can you blame them for wanting to hang this particular 
jobber’s salesman, especially when you consider the wide 
open chance he had for calling in a good electrical con- 
tractor, insuring a proper job and cementing a business 
friendship? He sold quite a jag of lighting equipment 
and a whole slew of junction boxes, but as far as that 
town is concerned, he’s through for all time. 

That’s a tragedy—here’s a tale with a happier ending 
~d also true: 

As you know, the electrical interests in several cities 
have been putting on lighting demonstrations and inviting 
factory managers and store owners to come and see what 
good lighting really is. As a result, a certain contractor- 
dealer received a letter from the manager of one of the 
biggest factories in town to hustle out at once and advise 
what lighting changes should be made. The contractor- 
dealer saw right off that here was a whale of a job with 
more profit in it than he had ever had in his two fists 
before. And the more he thought about it the colder got 
his feet. Icy chills chased themselves up and down his 
back-bone. Could he handle such a big job? What if he 
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figured it wrong and lost a lot of money instead of making 
a big profit? And all the other “what ifs” that assail a 
man shaken with buck fever. So, he lay awake nights 
milling it over and each day he put off going to see the 
prospect. Then one day the jobber’s salesman dropped 
around and in about ten minutes he had the whole tale of 
woe. Fifteen minutes later the two of them were in con- 
ference with the prospect. Recommendations were made, 
the contract was closed, installation made, the contractor 
gathered a nice profit, jobber got a good order, and 
everybody was happy. But further than this, there grew 
up a firm bond between this jobber’s man and the con- 
tractor. There’s no doubt that they will work together 
again and again in the future. Whenever the contractor 
has something out of the ordinary to swing, he will just 
naturally send an S. O. S. for the jobber’s salesman and 
that’s good team work for both of them. 

Just as much praise is due to the player who makes an 
“assist’’ as to the fellow who is actually credited with a 
“put-out” and the big job of the jobber’s salesman is to 
assist with advice and sales aid. The mere walking cata- 
log and order book doesn’t fill the bill. You need more 
class than that to play in the Lighting Sales League. 

Get together a ball team of individual stars and let them 
all try to play to the grand stand. Then stack them up 
against Connie Mack with a bunch of green recruits into 
whom he has hammered the first essential of playing to- 
gether as a team. The old-timer with his youngsters will 
lick the socks off the All Stars, nine times out of ten. 

A Babe Ruth or a Ty Cobb isn’t enough to make a 
pennant winning team. It’s the smoothest working nine- 
man machine that cops the World’s Series; the team that 
can-bynt and sacrifice when occasion requires just as well 
as it can clout them over the fence. 

Often just one little tally is enough to win the game 
and this year in the lighting business there’s going to be a 
lot of 1 to 0 scores; sales achieved by hard work and 
skull practice. There is plenty of lighting business to be 
had, but there’s no use fooling ourselves that it isn’t 
harder to get than it was a year ago. And that is the big 
reason why co-operation between jobber and contractor- 
dealer is going to be more profitable this year than ever 
before. It is in the close contest that team play shines. 

Far-sighted jobbers and contractors have arrived at the 
cq@pelusion that it is wise to build busi- 


The thoughtful jobber or jobber’s salesman says: “‘I 
like appliance business, it is profitable, and I like lighting 
business, it is also profitable. I shall take all of both 
kinds of business I can get, and when the demand for 
appliances is sparse I shall keep fat by feeding mainly on 
lighting business, thus holding my trade and making a 
good profit. When the demand for appliances comes into 
its own again, as it surely will, I’ll be all set to get my 
share of the increase.” And the same logic applies equal- 
ly well to the contractor-dealer. Lighting is the founda- 
tion of his business—his bread and butter through good 
times and bad. 

As an indication of the basic importance of lighting 
business, a well known jobber recently stated that more 
than 70 per cent of his business is in lamps, fixtures, re- 
flectors, wire conduit, switches and other lighting acces- 
sories. Doubtless, a figure somewhat in that vicinity is 
the true gauge of the importance of lighting, as compared 
to other lines, for the jobber and also for his team-mate, 
the dealer. 

Did you ever stop to think that, while a newly created 
socket in an industrial or commercial plant calls for the 
initial expenditure of but a dollar or so for a lamp, never- 
theless it brings about the sale of at least seven dollars 
worth of wire, reflectors, switches, etc.? Chew that over 
and you will easily see why lighting is the back-bone of the 
electrical supply business. Add to it the fact that the 
lamp must be replaced on an average of once a year and 
that the whole equipment will be obsolete in five years 
and you'll begin to see why lighting business grows as fast 
as a snow-ball rolling down hill and will in a short four 
years be twice its present size. Analyze the entire sales 
situation on electrical commodities ; squint at it from every 
angle; and you only become the more convinced that team- 
work on the part of the jobber’s salesman and his con- 
tractor-dealer, centered on lighting, will bring home the 
1921 bacon, leaving each with a profit at the end of the 
year as large or larger than last year’s velvet. 

Team work means more than getting together at the 
Electrical Club or the Y. M. C. A. and harmonizing “He’s 
a Jolly Good Fellow,” over a stein of buttermilk. It 
means more on the part of the jobber’s ambassador than 
knowing his dealers by their first names and being gener- 
ous with cigars and funny stories. Good fellowship is 





ness around lighting, particularly in 
1921. Of all the lines they handle— 


important—you can’t do business with 
folks who don’t like you, but friend- 








motors, appliances, heating devices, etc. 
—lighting is the only line which can be 
classed as a vital necessity. Light is as 
fundamental a requirement in modern 





life as food, clothes or air. It will be 
bought during financial depressions or 





when times are flush. While the market 
for electrical appliances has decreased 
in proportion to the slackened businéss 
in most lines, lighting business has 
shown little if any decrease, Lamp de- 
mand, which may be taken as an index 
of lighting demand, reached approxi- 
mately the same’ mark in February, 
1921, as in February, 1920, and indica- 
tions are that the demand for succeed- 
ing months will be greater than for the 
similar months of 1920. him! 





SWAT HIM 


The Gloom Bug must be effec- 
tively exterminated before we 
can return to prosperity. Swat 


ship is only the first step in real co- 
operation. One common definition of 
co-operation is “getting the other fel- 
low to do what you want him to do” 
and as long as that lazy idea of team- 
play sticks in a fellow’s mind he’s a 
total loss as a team-mate, he’s going to 
carry his load alone as a penalty for 
being lazy and blind. 

The essence of co-operation for the 
jobbing salesman is to help his retailers 
to sell. Mainly it is a job of education. 
In part, it consists of teaching by ex- 
ample.. Many times just a suggestion 
will work wonders—at other times 
you'll have to demonstrate. 

Look into the history of almost any 
contractor-dealer. It’s a rare bird that 

(Continued on page 82) 
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“If I Were a Salesman” 


Frank Talk and Straight Dealing Essential Today 


sense than is to be found in some entire books on 
that subject. Moreover, it’s from the best of all 


I ‘ ERE is a tip on selling that contains more sound feel insulted and sore 


sources so far as the jobber’s 
salesman is concerned—-a buyer 
who purchases many thousand 
dollars of material from them an- 
nually. This man was _ inter- 
viewed just after he had dis- 
missed the salesman whose tac- 
tics prompted these remarks; 
otherwise, he might not have 
talked so candidly. He was an- 
gry and made no effort to dis- 
guise the fact. 

“If you wish to put something 


By INTERVIEWER 








HIS is the third 

of a series of twelve 
pertinent pointers on sell- 
ing picked up by our 
workers in the field and 
done into this form 
by Interviewer. The next 
article will appear in an 
early issue. Do you like 


and don’t care who knows it. 


“When I buy merchandise it is for the reason that I 
believe I can sell it at a profit. Any salesman who can 


demonstrate that he understands 
my problems, my point of view, 
can count upon getting an atten- 
tive hearing always. And if he 
can show me where it will he to 
the best interests of my business 
to give him an order he’ll get it. 


“From now on, though, I shall 
refuse to serve as a subject for 
any man whose interest is in 
‘salesmanship,’ rather than co- 
operating with me to pass his 
merchandise along to the con- 





in THe JoBBER’s SALESMAN that 


2 
will be timely, say this:—The them! 





sumer with profit to all con- 
cerned. If the salesman knows 








hour of, so called, ‘scientific 





his business he must understand 





salesmanship’ has struck. Every 

man who does much buying un- 

derstands those old tricks of selling and they are no 
longer effective. What’s wanted now is frank talk and 
straightforward dealing; the man who tries ‘salesmanship’ 
on me from now on will get scant consideration. 


“A salesman of that school was here just ahead of 
you. He was introducing a specialty, but his manner 
of doing it cost him my business, for the time being at 
least. And I have been reading about his proposition and 
am interested in it too, mind you! 

“From the way in which this man conducted himself 
I’m just as sure as I am of anything that he has been 
studying some old book on ‘salesmanship’. Either that, or 
he is working under a sales manager who is behind the 
times. Any way, he started in to put me through those 
old, old jumps of attention, interest and desire. Do you 
wonder that I’m sore! 

“Just look at it from my point of view. My business 
salvation literally depends upon my paying attention to, 
and being interested in, all salable merchandise in our 
line. Yet here comes this man, who presumably calls 
himself a salesman, and proceeds to pull every stunt in 
his little bag of tricks in order to do—what? To gain 
my attention and arouse my interest, and desire for, a 
specialty that I have been interested in all along. I 
intend to stock and push it, too. For it fits in with my 
plans exactly. Can you beat it! 

“Now there may be electrical dealers who are asleep 
to their opportunities; I think that I know some. But it 
would seem to me that no man in his senses could look 
about this store and accuse me of being in that class. 
Yet this man comes in here and indulges in all that old 
mummery of book-taught salesmanship. Naturally I 





that I cannot get along without 

him, any more than he can thrive 
without me. And if he knows that he must know, too, 
that it’s facts, figures, sound argument and co-opera- 
tion that sells goods nowadays, not ‘salesmanship.’ 

“Today your wide awake business man is merely 
amused, or disgusted, at efforts to lead him to buy along 
the old worn path of attention, interest, desire and—‘sign 
here.’ The salesman who would succeed must under- 
stand that fact and get down to brass tacks at once. 
For the business day grows shorter and duties multiply ; 
selling according to the book of salesmanship is too slow 
and tedious. 

“Besides, if looked at in the proper light, it must be 
seen that it is co-operation and team-work, rather than 
salesmanship, that is needed today. The salesman gains 
no real benefit by loading me up with goods that I cannot 
sell; and I, on my part, am only working against my 
own best interests when I refuse to order goods that it 
is possible for me to sell and make a profit by selling. 
If I am not shrewd enough to see that for myself, then it 
is the salesman’s responsibility to make that fact clear 
to me. 

“That, I think, is what is expected of the salesman 
today—plain talk and frank dealing. We are all too 
busy to afford time for artificialities. And the old, book 
taught kind of salesmanship is about as artificial and 
insincere a thing as I know.” 





A chap who invests more knowledge in the business than 
he has to have in order to hold his job has capital for 
a better one. : : : : : 


Good traveling companions are better than a fast train. 
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The Customer’s Viewpoint 


Atlantic Division E. S. J. A. Hears Contractors Views on Selling — Other 
Interesting Topics Discussed at New York Meeting 


OBBERS do not have a correct understanding of 
how to sell to the electrical contractor. 
Thus did Charles L. Eidlitz, president of the 
R. B. Corey Company, tersely open his address before 
a group of jobbers, on the subject of the art of selling 
to the contractor. The occasion was the Atlantic Di- 
vision meeting of the Electrical Supply Jobbers’ Associ- 
ation held at the Commodore Hotel, New York, on March 
15. Introduced by the chairman as “an old, time-tried 
New York spellbinder,’ Mr. Eidlitz proceeded to make 
out an exceptionally strong case to prove his point, and 
ended by giving his version of the proper way to go 
about the making of such sales efficiently. 

Mr. Eidlitz first pointed out that few jobbers, if indeed 
any, discussed their merchandise in the terms used by 
the contractor. The jobber’s salesman and the contractor 
each talk a different language. Confusion results as a 
natural consequence; a complete meeting of minds is 
made difficult, if not impossible altogether. 

“This number, ‘B-six hundred and seventy-six’ is the 
best of its kind,” declares the jobber’s salesman. 

“I’m well stocked on attachment plugs,’ replies the 
contractor. 

And right there, said Mr. Eidlitz, occurs a misunder- 
standing which, as much as any other one thing, retards 
the making of sales. Therefore, the jobber’s salesman 
should train himself to think of his merchandise and 
discuss it from the contractor’s point of view. The 
service performed by a ground clamp, for instance, is 
what interests the contractor; he is concerned with what 
it is only because of what it will do. When he thinks 
of it his thoughts have to dv with its function. It should, 
therefore, be discussed in terms of what it will do. 

The next place where the jobber’s salesman misses 
out, according to Mr. Eidlitz, is through not properly 
understanding the contractor's needs and shaping his 
sales talk accordingly. That is to say, the salesman is 
quite as likely as not to devote as much time and energy 
to pushing the sale of things which constitute the smallest 
end of the contractor’s purchases, as he is to talking 
about the items comprising as much as ninety per cent 
of all that the contractor buys. This state of affairs 
will prevail until the jobber’s salesman posts himself 
properly. Few jobbers’ salesmen have done this. 

According to Mr. Eidlitz, all the items which the elec- 
trical jobber sells to the contractor should be classified 
under proper headings, and rated with reference to the 
importance of each such group to total sales. This can 
be done nicely by making use of nine different headings. 
And strange as it may seem, it appears from the showing 
made by Mr. Eidlitz that about 90 per cent of all that 
the jobber sells to the contractor is found under one or 
another of the first three headings. This was shown to 
be correct by reference to actual estimates on electrical 
contracting work, which were offered as exhibits. 


In the order of their importance these classifications 
are: 


Mechanical. 
Conduit Fixture Studs 
Outlet Boxes Hangers 
Panel Cabinets Bushettes 
Bushings Pull Boxes 
Locknuts Screws 
Pipe Strops Nails 
Expansion Bolts Non-Metallic Flexible 
Metal Molding Couplings 


Current Transmitting 


Wire Armored Conductor 
Flexible Cord 


Contact Making and Breaking 


Cut Outs Switch Boards 
Sockets Oil Switches 
Panel Boards Fixtures 
Knife Switches Ground Clamps 
Push Switches Bell Push 
Attachment Plugs 

Insulating 
Porcelain Knobs Fibre 
Porcelain Cleats Composition 
Porcelain Tubes Tape 
Slate 

Resistance \ 
Lamps Cooking Appliances 
Fuses Heating 
Rheostats 

Magnetic 
Circuit Breakers Motors 
Bells Generators 
Buzzers Dictagraph 
Annunciators Voltmeters 
Telephones All Measuring Instruments 
Telegraph Inst. ; 

Magnetically Operated 

Victrola Washing Machine 
Dictaphone Vacuum Cleaner 


Dish Washer 


Induction 


Converter Medical Batteries 
Bell-Ringing Transformer X-Ray Apparatus 


Chemical 


Dry Batteries Storage Batteries 


Wet Batteries 


Mr. Eidlitz ended his interesting discourse by advanc- 
ing a carefully reasoned argument to show the sound 
basis there is to warrant expectation of a speedy im- 
provement in business generally. This he did by pointing 
out, first of all, the “inevitable cycle,’ as he called it, 
whereby good times follow bad, and so on. By an ingeni- 
ously arranged chart in the form of a disc divided into 
eight sectors he showed the varying phases of this 
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business cycle in 


First there is a period of High Prices resulting in 
one of Surplus Goods, which, in turn, is followed by 


logical order, as follows: secretary of the association, who made his talk partic- 


ularly clear by the use of many exhibits. 
Stopping in at the meeting on his way out of town, 


Falling Prices, and this in turn by Bad Business. Then W. L. Goodwin, now assistant to the president of The 


comes a_ period of 
High Prices result- 
ing in one of Surplus 
Goods, which in turn, 
is followed by Falling 
Prices, and this in 
turn by Bad Busi- 
ness. Then comes a 
period of Low Prices 
followed by a Scarc- 
ity of Goods, which 
in turn is followed by 
Rising Prices and the 
inevitable period of 
Good Business. Just 
at present, Mr. Eid- 
litz contended, the 
business barometer 
points to a position 
between Bad Busi- 
ness and Low Prices. 
The progress through 
the other phases to 
the assured period of 
Good Business would 
be rapid, he said. 

Members to the 
number of 46 and 
120 visitors—manu- 
facturers and others 
—attended the meet- 
ing which took up the 
entire day. The of- 
ficial chairman, A. 
M. Little was absent. 
E. W. Rockafellow 
acted in his stead and 
read a letter from 
Mr. Little in which 
he tendered his resig- 
nation as chairman 
and explained that 
new business duties 
would prevent his 
serving further. 

The program of 
speakers was headed 
by W. I. Bickford, of 
the Iron City Elec- 
tric Company, who 
delivered a very in- 
teresting talk on the 
subject of “The ne- 
cessity for maintain- 
ing stocks for service 
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New National Representative 
Electrical Supply Jobbers’ Association 


DONALD TOLLES, the newly ap- 
pointed National Representative of the 
Electrical Supply Jobbers’ Association, is a 
native of the Empire State, a graduate of Am- 
herst and a member of the New York Bar. 

For a dozen years he has been actively in- 
terested in Association work and of late years 
particularly in electrical lines, having acted as 
secretary for manufacturing, selling and credit 
organizations. 

As National Representative he is engaged 
in a comprehensive campaign to rid the job- 
bing industry of various economic wastes. 
Some of the particular changes which he hopes 
to assist in bringing about are the establishment 
of net prices in place of lists and discounts; bet- 
ter package and labeling methods; prepayment 
of freight charges by manufacturers where 
goods are sold “less freight;” standardization 
of colors of catalog and price sheets and uni- 
formity in catalog numbers of identical articles 
made by different manufacturers. 

Mr. Tolles continues as secretary of the At- 
lantic Division of the Association and will move 
his headquarters to larger offices at 165 Broad- 
way on May 1. 


+ 

















Society For Electri- 
cal Development, had 
to get his message 
across in the few min- 
utes that were his. 
The Society, he said 
in effect, merited the 
support of the electri- 
cal jobbers and must 
have it in order to 
properly carry out 
the work which is 
crying to be done. 
There is yet much to 
be done in the way 
of furthering mutual 
understanding and 
co-operation between 
the several branches 
of the industry, he 
said. Also, there are 
yet many chapters of 
the doctrine, “Do it 
electrically” to be 
made known to the 
public. Too, there is 
need to amplify and 
improve the service 
that the Society is 
performing for its 
members individ- 
ually, as well as for 
the industry in gen- 
eral. 

Additional funds 
and larger member- 
ship, Goodwin ex- 
plained, are neces- 
sary in order to ac- 
complish the tasks 
confronting the Soci- 
ety and every electri- 
cal jobber should rec- 
ognize the advantage 
to him, through ac- 
cepting his share of 
that responsibility, 
and do so _ accord- 
ingly. And he add- 
ed, as he prepared to 
dash for his train, 
that all might de- 
pend upon it that 
their support would 
be solicited. 





under all conditions.” And the remainder of the morn- Co-incidently with the meeting of the Atlantic Division, 
ing session was given over to the reading of a report the Central Division convened in Chicago on March 15, 
on “Systems employed in receiving, shipping and charg- with headquarters at the Congress Hotel. A brief report 
ing departments,” which was read by E. Donald Tolles, 








of this meeting was given in our last issue. 
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Why the Order Was Not Divided 


Frankness Wins Out Against Flattery 


By CALDER C. DOWNIE 


HE purchasing agent of a large Southern industrial 
plant had an exceptionally fine order for electrical 


supplies which he expected to place with one of 
three jobber’s salesmen who ca!led on him regularly. Two 
of the salesmen, whom we will designate as A and B, were 
personally known to the purchaser as being of somewhat 
dubious reputation. The third salesman, C, had a repu- 
tation for straightforwardness, absolute truth and generos- 
ity. To satisfy himself regarding the respective qualifica- 
tion of these men, the purchasing agent decided to use the 
order in question as a test. 

“A,” began Mr. Buyer, “I have an order which I am 
going to place in the very near future—the largest I 
have placed this year, I believe. In fact, so that I obtain 
service, I am a bit skeptical about placing the entire needs 
with one company. I appreciate your confidence but I 
am afraid your house could not favor me with just the 
delivery I must have.” Mr. Buyer’s serious attitude con- 
vinced A that chances for the entire order were very 
insignificant. “Whom would you suggest,’ resumed Mr. 
Buyer, “as a second party—a good assistant in rendering 
the service I desire?” A’s pose, for some time, was that 
of a thinking man, and after playing his part quite well 
he suggested B. “Dont you think, Mr. A,” said the buyer, 
“that the order should be distributed into three parts? 
That would be positive assurance of what I am after. 
One-third of this order is a mighty nice volume of busi- 
ness, at that.” But A insisted that he and B could handle 
the business without any difficulty. ‘‘All right, I will let 
you know,” exclaimed Mr. Buyer, and A departed. 





An engagement was made with B, and the latter arrived 
at the time stated. The story was put to the second sales- 
man in a somewhat different fashion but with the identical 
meaning, and B suggested a similar method of handling 
this order, advising his confidence in A and himself. 

Finally, C was granted his interview and the impression 
he received was that Mr. Buyer absolutely depended upon 
quick shipment. Therefore, he, given plenty of time, used 
a little “uncommon sense” and said, “Mr. Buyer, your pol- 
icy is more than square. I have often noted your tactics, 
how cleverly, evenly and sensibly you distribute your or- 
ders, and I dare say that, if my memory treats me square, 
this is the first request from you for quite some time where 
you desire delivery expedited. I feel that the biggest job 
in this case is to see that you get what you want when you 
want it. You advise A and B are informed and for this 
reason my sincere suggestion is that you split the order 
into three parts. Give A his share, B his share and I mine 
and let us go out with the most important idea in mind 
‘service. With the order divided in this manner, what 
better assurance could you have, Mr. Buyer, that you will 
surely receive what you wish.” 





Now, Mr. Reader, suppose you were a buyer and you 
had done just as the purchasing agent quoted above did, 
and a big honest-to-goodness fellow put it up to you as did 
C. What then? To make a long instance short the result 
was, Mr. Buyer’s order was a large one—you know the 
kind that gives you that “oh boy!” feeling when you re- 
ceive it, sure ‘nuff. But quick shipment really was not the 
essential thing in his test. You bet it wasn’t inasmuch as 
when C made his exit he was accompanied by the entire 
order for Mr. Buyer’s needs with the latter’s “John Han- 
cock” neatly placed on the dotted line. 

The writer has a contractor-dealer friend in Houston, 
Texas, to whom we will refer in this instance as Mr. J. 


After a careful study of this customer’s weak and 
strong, soft and hard spots, etc., it was exceptionally ob- 
vious that he was always interested in his wiring jobs, 
and considered compliments on this type of work, very 

uable. He did not seem to be the type anxious to hear 
suggestions as to the lay out of a good looking store or an 
attractive window. He wanted your opinion of his con- 
tracting work, and, by the way, he wanted it straight. 
Incidentally he was somewhat of a kidder himself and he 
understood the theory of “slinging the animal,” so you 
had to shoot straight. Mr. J. was about to make his 
rounds and inspect his work. It wasn’t exactly inviting 
~vself, because he seemed to approve of my going, but, as 
I remember, it was I who spoke first before the invitation 
was offered. We went to this job, and to that, inspecting 
the houses from basement to attic, and I was very inter- 
ested—in fact, avoided missing anything. Although inno- 
cent of so doing, I would drift away from Mr. J. to other 
parts of the houses and carefully observe the manner in 
which they were wired. There was really no necessity for 
compliments inasmuch as it was beautiful work. After 
visiting quite a number of the jobs we reached the last 
one on the list. Here, as well as at each of the other 
places, I found myself alone admiring the work. 


Presently Mr. J. came into a bedroom where I was and 
smiling said, “Young man, you are pretty hard to keep 
up with, but I have been amused this afternoon just by 
inspecting my work and incidentally, following you. 
Many times when I bring a salesman along in this manner 
they either wait in the automobile for me, or play with a 
dog in front of the house, or anything except what you 
are doing.” I told Mr. J. in an absolute frank way how 
interested I was in his class of work, how neatly the 
‘-hs seemed to have been done, how cleverly the wires 
were evenly run, play allowed, joined to the boxes, and 
in general, facts of this kind about his work, which I 
particularly noticed. There was no room for criticism, 
absolutely none, just space for praise, and to Mr. J. it 
-d to be handed in facts, not such phrases as: “Gee, 

(Continued on page 78) 
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Selling Illumination 


As a Finished Product 


Some Observations on Illumination Principles 


By R. W. SHENTON 


that when Edison gave to the world the incan- 

descent lamp, he found it necessary also to provide 
a generator to supply current to the lamp. In the first 
installation of incandescent lamps, we have the complex 
electric lighting industry of today reduced to its simplest 
terms. To produce electric light, there had to be not only 
lamps, but switches, wires and a generator. Later devel- 
opments and refinements brought into this class of ,essen- 
tials reflectors, transformers, panel boards and all of the 
other things that we today associate with an electric light- 
ing system. What was true in the days of the first 
installation at Menlo Park is true in a general sense today, 


bane is a significant thought for us in the fact 


namely, that wherever a new demand for light, or a de- 
mand for more light, is created, there follows an auto- 
matic demand for material all along the line back to and 
including central-station: generator capacity—and in the 
case of a number of these commodities the new demand is 
almost directly proportionate to the increased use of light. 
To concentrate our salesmanship on the selling of illumi- 
nation rather than specific commodities that enter into the 
lighting system is to operate a master switch which sends 
healthy impulses to all of the lesser circuits. What the 
consumer wants today, whether he realizes it or not, is not 
lamps, sockets, or wire, but illumination as a finished 
product. In view of the new appreciation of lighting—the 
evaluation of illumination in terms of what it will do— 
there is a rapidly growing demand for standards of illu- 
mination which will call for materials far beyond what 
was considered necessary in the past, but to profit by this 
tendency we must sell a kind of illumination that can 
properly take its place as part of the productive equip- 
ment of a plant and that will therefore 


If all these qualities that illuminating engineers tell us 
must be present or absent in a good lighting system are 
real—and they are very real—then we should be able to 
recognize them, with the exception, perhaps, of glare 
direct from the unit, down here where we work and live. 
The man who has made a study of these things tells us 
that such and such equipment is best for such and such 
a class of industrial lighting. Why? The answer is 
found at the work, in qualities which we have been seeing 
every day of our lives and yet which we have never really 
seen. The seller of illumination must possess first hand 
knowledge of these qualities if he is to discuss his product 
intelligently, and there is no better way to obtain this 
knowledge than by repeated observation of lighting ef- 
fects at the work. 

The writer of this article has on a number of occasions 
accompanied an illuminating engineer on tours of inspec- 
tion to artificially lighted interiors, notably where new 
types of lighting equipment were being tried out, and was 
at first rather surprised to note the manner in which the 
engineer arrived at his conclusions as to whether the light- 
ing was good or bad. A general viewing of the room gave 
him his opinion of the lighting from the standpoint of gen- 
eral appearance and from the standpoint of direct glare. 
From this point on—where most of us would have consid- 
ered our inspection completed—the real analysis appar- 
ently just began. Assume that the lighting of an office 
was being examined. A foot-candle meter was produced, 
and the illumination measured at the work; readings were 
taken at different points to see that the illumination was 
evenly distributed. Then, some convenient object, per- 
haps a pencil or a pair of scissors, was manipulated near 
the work so the quality of shadows 





be a profitable investment for the buyer. 
The thought of illumination at the 


could be observed—a procedure which 
at once shows the desirability of soft or 





work as a composite product that can 
be analyzed, picked to pieces and meas- 
ured is as new to most buyers of light 
as it has been to many salesmen in the 
lighting field. If we ask the average 
man for his opinion of a given lighting 
system, he will invariably look up at 
the fixtures and then give his opinion. 
He will not think of looking down at 
the work where the finished product is 
delivered. Of course, it is possible that, 
by a process of deduction he can tell by 
looking at the light units what the ef- 
fect is, but we do not usually figure 
engine speed and gear ratios when we 





want to know how fast an automobile The difference 





vignetted shadows. The effect of the 
lighting on highly polished paper— 
specular reflection—was observed and 
then perhaps the glint of the trail of 
undried ink following the point of a pen 
was pointed out as one of those things 
which have often led to a preference to 
do office work by daylight rather than 
by artificial light—where the fault lay, 
not. with artificial lighting, but with a 
particular kind of improper artificial 
lighting. 

In industrial plants, similar analysis 
of the finished product was made. Again, 
foot-candle meter readings were taken. 
between ex- Where the work being done required a 





is going—we either judge the speed di- cuses and orders is simply good grade of illumination on planes 
rectly or else look at the speedometer. fighting salesmanship. other than the horizontal, readings 
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were made in these planes. The quality of illumination 
was studied again from the standpoint of shadows and 
the likelihood of their interference with efficiency and 
safety. Not only did the lighting on the top of the benches 
have to measure up to certain standards, but there had to 
be a moderate degree of lighting underneath the benches 
and on the under sides of machines before the lighting 
could be considered satisfactory. The insides of hollow 
castings were inspected from this stand-point. A con- 
venient piece of polished metal was used to show the effect 
of reflected glare. Perhaps a micrometer or finely divided 
scale was read in different locations and in different posi- 
tions. It was pointed out that any momentary losses of 
time or discomfort shown up by these tests combined addi- 
tively throughout a working day spell, at the end of that 
day, the difference between a good day’s output and a 
poor one. 

The foregoing paragraph is included in this article to 
give some idea of the nature of this finished product we 
are selling. The sale of this product has resulted in 
changes of from one or two, or even fractions of a foot- 
candle, to ten foot-candles and up. Simple arithmetic 
gives an idea of the effect this kind of lighting has on the 
sale of those things that enter into lighting. The safety 
and production effect of lighting—as indicated by statis- 
tics—make it possible to sell this kind of lighting. But 
these statistics cannot be made to apply to a lamp no mat- 
ter how good it may be, or to a reflector whatever its 
merits, or to any other item in the lighting equipment. 
These specific commodities cannot be equated with profit- 
able results on a big scale, but illumination properly pro- 
vided can be evaluated in terms of life and limb and of 
dollars profit to the manufacturer. 

We readily recall the interest the customer displayed 
when we showed him the first tungsten-filament lamp he 
had ever seen, and a similar interest when he was first 
shown the Mazda C lamp. We have a product today 
which is just as new to the majority of prospects—finished 
illumination. We must be able to discuss it intelligently 


with him. If his present illumination is not what it should 
be, we can pick it to pieces as a final product and it will 
be found that some of the obvious things which he has 
never really seen will prove to be of as much interest to 
him as some new contrivance or invention we might have 
to offer. 

For the first time in the history of the industry this fin- 
ished product is being put on display on a large scale. 
Elaborate demonstrations are being established which 
make it possible to visualize these results comparatively. 
These demonstrations have proved of inestimable value in 
convincing the prospect that there is something to this 
better lighting idea. If there is no such demonstration at 
hand, it is to be remembered that a well designed lighting 
system is a most effective demonstration of what the new 
lighting is, a grade of lighting that must be seen and sub- 
jected to the analysis already mentioned to be fully 
appreciated. The fact that good lighting as a sales prod- 
uct is more or less abstract need not interfere with its 
being placed on display any more than dry-cleaning cannot 
be displayed—the dry cleaner effectively shows the result 
of his work by placing on display the customer’s own 
property after it has gone through his hands. The man 
who has installed a modern lighting system usually takes 
sufficient pride in it to want it to be seen by others—wit- 
ness the front page advertisement of an Ohio newspaper. 
which was run repeatedly, to the effect that: ‘We have 
the best lighted press room in Ohio; if you don’t believe 
it, come and see.” 

One reason why the field for modern lighting is as fer- 
tile a one as it is, is the fact that lighting used in average 
establishments has not been of a type that gives rise to a 
desire for more of the same kind. Glare has too often 
given rise to the impression—‘‘too much light; more would 
be worse.” Intensities of illumination have been hindered 
from finding their proper level by barriers in the way of 
such volution, which, while perhaps not placed there by 


(Continued on page 74) 





Bon Voyage . . 


F the country is good,—and it is. If the industries are 
solvent,—and they are. If the stock has a bottom,—and it 
has. Then why the delay in getting back to “normalcy”? 

The bottom of the stock market having been reached, the 
next move must be upward,—proving the solvency of the in- 
dustries. 

The industries being solvent,—better business is at hand— 
proving the country is good. 

Excellent stock market,—splendid industries,—wonderful 
country. Why the delay in getting back to optimism? 

With the additions of the farms, backed up by the Federal 
Reserve it looks like a “Royal Flush” in the business deck. 

A locomotive is small compared to the length of the train, 
but it pulls it. Maybe slow at first——but do not stand on the 
track when the initial inertia is overcome! 

It takes a lot of cogs, and wheels and steam and common 
sense to make an engine. 

Cogs of optimism, wheels of progress (old but apropos) 
steam of enthusiasm. Well, what do you need? The coal of 
co-operation; the fire of ambition. You have the “right of 
way” and the track. 

The engine may start slowly at first but add coal and open 
the throttle. 

All sounds like prattle doesn’t it? 

But someone has to talk to you. Propaganda won the War! 
Propaganda just as surely brought on business depression! 





By W. J. MCLAUGHLIN 
Hatfield Electric Co. 


What did you hear last year? 
Just this,—listen: 
“When is the break coming?” 
“We cannot go on like this forever?” 
“Do not overstock. Hard times are in sight?” 

Those are the things we heard, and listened to! 

Well, listen to the optimists for awhile, and thank God you 
have them! 

No one expects you alone to push the train,—or pull it. 

You would develop a “credit hernia,” and have to be “trussed 
up” by your bank! 

But you can be a cog, or a wheel or a nut! 

We could use a few nuts,—foolish little nuts who hang on 
and on, taking a lot of abuse,—subjected to a lot of pressure,— 
but hanging on just the same. 

Of course we don’t refer to the nuts who require “cotter 
pins”. Their job is too big for them. They can’t be trusted! 

You have a new pilot in the engine. This year will be his 
first trip,—but he knows the road. And, his “Divisional Su- 
perintendents” will see that he is always in the “Clear”. 

The tracks are laid to the commercial stations of the world,— 
with no changing of cars. 

So “heads up” and “let’s go”. 

Get your ticket for a successful trip this year! 

When the train gets in motion the “pick-up” will take care 
of itself! 
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Pictorial Review of Electrical Developments 
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©International Film Service Co. 


The world’s largest steam-driven electrical plant (pictured 


above), is located near Berlin, Germany. The smokestacks are 
The plant which supplies Berlin with electricity 


300 ft. high. 





has 54 boilers and eight steam turbines developing 20,000 
horsepower each. The station employes only 750 men. 





©Kadel & Herbert. 


Lectures are now being held in Europe for those that cannot 
hear. The speaker makes himself heard to the audience by 
means of electrical apparatus, each listener being supplied 


with a receiver. 


133707 


QI International Film Service Co. 


Something new in the way of street cars is the “Trolleymotor” 





operated like a street car but looking like a motor bus. 


©International Film Service Co 


A time and labor saver in the steel plant is 
the electric magnet. The one above loads and 
unloads steel billets from cars. Its lifting capac- 
ity is 40,000 Ibs. 
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@International Film Service Co 


We all have our peculiarities. Chile is peculiar 
for its street cars as can be judged from the 
above. It would seem that the upper story on 
the bus at the left had been transferred to this 
picture. At any rate the order of things is 
reversed. 
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A foreign type mine locomotive as it plays its part in 



















troubled Silesia where the Germans and Poles are fighting for eee fa: : x 
control of the mines. ‘ 








©International Film Service Co. 


A new type of toy, French electric locomotive, recently 
The cab, as can be noticed, is in the 
It is operated by dry batteries and can develop a 
speed of six miles per hour. 


placed on the market. 








©Kadel & Herbert. 





©Keystone View Co. 

One of science’s latest contributions to surgery 
is the above electric apparatus which will draw 
splinters from a workman’s eye. It is said this 
will save many an injured man’s eyesight. 
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A remarkable feat of engineering is being performed in 
Chicago where a new bridge for use of the elevated lines 
is being erected over the old one without stopping a car 
or train. Some morning a couple of scows equipped with 
acetylene torches will cut the old bridge down and float 
it away. 


President A. W. Berresford, of the American Institute 
of Electrical Engineers, presents the Edison medal to 






Pupin, of Columbia University. 
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Above is the drive control of the mammoth Italian hydro- 
plane “Epoca” in which Caproni hopes to fly to America. The 
control consists of over 100 electric switches. 


International Film Service Co. 


No more need the metor car owner fear that 
his radiator will freeze if left in the wintry cold. 
All he need do is plug in at an electrical outlet 
on any nearby telephone pole and an electric 
heater will keep the engine warm. This system 
has already been installed in London, Ontario, 
Canada. 


THE FIRST ELECTRIC FIRE ALARM SYSTEM IN 
THE WORLD WAS CONSTRUCTED AND INSTALLED BY THE 
CITY OF BOSTON. 
THE FIRST ALARM OF FIRE WAS RECEIVED OVER 
THIS SYSTEM AT 8:25 P.M..APRIL 29, 1852 








©Kadel & Herbert 

The national capitol as it was lit up for Harding’s inaugural 
festivities which never took place. It is said that out of an 
appropriation of $50,000 for the event only $1,500 was spent. 





Ol nternational Film Service Co. 


cao This photograph of the first electric fire alarm 
system in the world tells its own story. The 
©QUnderwood & Underwood. apparatus is now on exhibit in Boston fire 
‘ ; . -adqué s. 
Model of the electrical propulsion apparatus on the first headquarter 


electrically driven American cargo vessel, the S. S. Eclipse. 
A 2800-volt generator feeds a 3000-hp. motor which propels 
the ship. It is electrically equipped throughout. 
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Hello, Central! Let me talk to Cuba. These instruc- 
tions can be carried out after the above cable has been 
laid between Key West, Fla., and Havana, Cuba It 
will be the longest under-water telephone cable in the 
world. 


ao 


International Film Service Co. 









Here's the “dingbat” which registers earthquakes— 
the seismograph at the University of Chicago. 





©Kadel & Herbert. 


Dr. Willis Whitney (left), director of General Electric 
Co. research laboratories, wins Perkins medal for inven- 
tion of submarine detector, and Dr. Irving Langmuir, 
who was recently accorded distinguished scientific honors 
in Boston. 


©Kadel & Herbert. 


The young mother no longer need exert herself in 
pushing her baby around of a balmy afternoon. Elec- 
tricity does the work on this latest type carriage. 


@International Film Service Co. 


By means of electricity a man’s heart action can now 
be tested and heard a hundred miles away. 
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Thought Stimulators . . 5 >4viv cmon 


LL the moralists of old tried to make people good 
only in two ways: 


One was by an appeal to conscience—the love 
of right and truth and justice for its own sake. 

The other was the fear of consequences. 

The moralists now (who are in the nature of salesmen) 
seem to us to be making people better, and better a good 
deal more quickly, by appealing to self-interest. 

They are making an economic appeal, a more funda- 
mental appeal; for all good morals were based on good 
economics at one time or another. 

The old moralists undertook to build up a belief against 
lying, stealing, cheating, and drinking too much. They 
obseured or did not mention the real source of reward 
for doing those things which we should do, or refraining 
from dong those things which we should not do. 


The modern moralist builds up a knowledge of the 
source of material reward for our doing as we would be 
done by in our dealings with our fellows and leading 
temperate lives in the matter of food and drink. 


The mechanic is told that doing the immediate job 
well means a better job at higher wages and more regular 
employment—by doing good, honest, efficient work he 
becomes a chooser of jobs rather than a beggar of jobs. 

The manufacturer is told that an honest product, with 
fair dealing, renders it more easily sold with less expense 
in money and effort—-more profitable, in other words. 


The merchant is told that one satisfied customer begets 
others; that there is more money in an aggregate of small, 
many profits rather than a few excessive profits, or by 
short weights; that this aggregate is in numbers of cus- 
tomers—good will and confidence. 

A man is told that if he eats not to fullness he will 
have good health, be more mentally alert for larger 
opportunities and earnings. 


The modern moral teaching is in pure self-interest. 

The old moralists seem to have made every appeal 
except this. 

Possibly they avoided it; for if they had made this 
appeal people would have been good long ago, and with- 
out their constant aid. By appealing to self-interest, 
possibly they were afraid of putting themselves out of 
a job. 

There is today the same dispute between the old and 
new school of moralists as between the old and new 
school of artists. The old school of artists says that art 
is for art’s sake—that a beautiful thing should have no 
use save to be beautiful; the new school of artists says 
that useful things should be beautiful—that use is their 
real excuse for existence. 

The old moralists say that we should be good for the 
sake of being good; the new moralists say that we should 
be good because it is more materially profitable. 

The new moralists say very little about punishment, save 
hat the material reward is less by not doing unto others 
is we would be done by. 


Punishment doesn’t seem to be very much of a restraint 
in the matter of wrong doing. 

The crook doesn’t forge a check with the idea of being 
caught—he forges a check with the hope of reward. 

If men do wrong in the belief of reward, why will they 
not do right in the knowledge of reward? 


* * * 


| emai is expected of a sales force’’’ was the ques- 
tion asked by the head of a large New England 
wholesale grocery and importing house. 

Nearly five hundred sales people answered the query, 
and the winning letter follows: 

1. Always keep person neat and insist on neat sur- 
roundings. 

2. Keep eyes and ears open and alert. 

3. Keep well posted on the line. 

t. Be well informed concerning, and able to discuss, 
the nature and quality of all goods you handle. 

5. Meet your customer half way and always with a 
pleasant salutation. 

6. Study your customer and strive to anticipate his 
needs with suggestions. 

7. Talk distinctly, quietly, intelligently and straight- 
forward—always polite and pleasant. 

8. Keep well read on current events, and especially 
on the line in which you deal. 

9. Follow instructions strictly-—always taking pride 
in the prompt performance of all duties. 

10. Keep your employer's interests always before you 
and work for their betterment. 


* * * 


ESTFUL sleep makes for good digestion and straight 
thinking. 

And straight thinking and good digestion make for 
restful sleep. 

That is the cycle to good health. 

In other words, the proper performance of one bodily 
function aids in the performance of other bodily functions. 

All of us sleep, but not all of us sleep restfully. 

We all know that some of us with very active mental 
and physical natures arise after six hours of sleep, fully 
rested and ready for another strenuous day. 

We also know that others arise after eight or nine 
hours’ sleep more tired than when they went to bed. 

There has been sleep in both cases, but the latter has 
not been restful sleep. 


Broadly speaking, there are two sides to the human 
mind. One is the reasoning side. The other is the 
visualizing side, or the power to imagine. 

When we sleep the reasoning side is always dormant, 
but the visualizing side is either active or has the power 
to become active. 

Dreams are the result of a dormant sense of reason 
and the active power to imagine. 


Dreams draw heavily upon the energies of the whole 
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body, varying according to their intensity, and the result 
is restless sleep. 

Or there may be a tensity of muscles during sleep, with 
or without dreams, but in either case enervating. 

It is a question of the state of the nerves. 

And the state of the nerves may be the state of the 
organs of digestion and elimination, and the whole may 
be the state of mind during the day. 

Any of us who live in a state of worry and anxiety, 
who do our work in a state of excitement, cannot expect 
sound, restful sleep. 


Most medical authorities say that it is not the amount 
of sleep, but the soundness of our sleep that benefits us; 
that restful sleep by night is the result of calmness of 
action and freedom from worry during the day. 

Calmness and freedom from worry are again a question 
of nerves. 

And nerves are a question of general health and the 
proper function of the bodily organs. 

We all know, for instance, that at one time a small 
matter may worry us, while at another time a large matter 
may fail to have any effect upon us at all. 

The difference is in the state of the health at the time. 


Henry Ford says the reason why, in his early career, 
he was able to work all day in the electric light plant 
and most of the night in experimenting with his auto- 
mobile in a backyard shed was that he always kept on 
the hungry side of his appetite. 

He did not use his surplus energy in digesting food 
that his body did not need, and what sleep he did take 
he found restful. 

Every point in the circle of health has its basis in the 
mind—in calmness of action and moderation of our in- 
dulgences. 

* * * 

N their frantic efforts to save money, the desperation 

of people as a bulk blends into a mixture of pathos 
and humor. 

Few people use the same judgment and _horse-sense 
in spending money as they do in acquiring it; there is 
plenty of desire for new acquisition, but a seeming lack 
of interest in conservation. 

A farmer, for example, will go to a county fair, or 
a circus, throw away 50 cents on a sideshow and _ not 
raise any great objection if he finds himself the victim 
of a fake. But let the grocer sell that farmer an in- 
ferior article—on the line of the traditional sugar with 
sand in it—and Mr. Farmer will make a special trip to 
the store and argue for an hour. 

A city man goes to a theatre and pays several dollars 
for seats. Even if the production is an out-and-out fake, 
the dupe contents himself with cursing the actors, he 
never thinks of going to the box office and asking for the 
manager. 

Then the city man goes home and walks two or three 
blocks to save a cent a pound on butter, even though the 
gain be counteracted by the loss of time. 

Any man’s leisure time really is more valuable to him 
than the time devoted to actual production, for leisure 
time is just like the time during which a zinc crow-foot 
stands in the vitriol battery solution—it is inactive, but 
the charging process for future activity is taking place. 





Why is it that when a man spends money for nec- 
essities, he squabbles over pennies and is as tight as a 
new kid glove, but when he buys amusement, he lets 
the seller make hundreds of per cent? 

Why is it that we laugh when the amusement grafter 
fakes us, but raise a loud outcry when the product of « 
legitimate business man falls short in the least detail? 

It may be due in part to the fact that we have to buy 
necessities, but do not have to buy luxuries —in other 
words, we will stand for anything that isn’t compulsory. 

The fakers early discovered that the way to “clean 
up” is to go where people are throwing money away 
and stand where they can stop it. 

Nearly everybody, at some time or other, pushes his 
work aside and reflects: “I wouldn’t like anything better 
than to own a moving picture theatre. If I could just 
find a good location and had a little capital !” 

Everyone recognizes his own weakness in some one else. 

One reason that we are all more or less efficient in 
production and absolutely inefficient in spending for 
amusement is the fact that amusement is distinctively a 
narcotic with the same stupefying effect as a drug. 

Some people are in a continual state of semi-trance ; 
when they begin to awaken and realize what a frightful 
economic condition they are in, they at once rush for a 
theater, a “movie” or some other form of entertainment 
and dope themselves back intw a coma. 

Amusement is not only a form of dove, it is so power- 
ful a dope that it very easily becomes a habit. 

If you don’t believe this, cut out your favorite amuse- 
ment—going to the moving pictures, for example—and 
you will experience in a mild way the physical suffering 
of a drunkard deprived of his whiskey. 

Any box office ticket seller will tell you that the same 
crowds go to vaudeville shows week after week. 

The same is true in any other line of amusement- 
the same people buy ice cream and the same men smoke 
cigars, day in and day out. 

That we are more efficient in acquiring money than in 
spending it outside of business hours is due largely to 
efficiency’s being considered as a lotion to be applied 
to the organization rather than to each individual. 

Many of the most efficient business men never carry 
their efficiency beyond the doors of their office—they 
leave it behind overnight along with the filing cabinets and 
books and adding machine. 





Sometime the individual will place himself on a busi- 
ness basis. Yes, and he will have a personal cost system. 

This is the only way it is safe to save money—carry 
efficiency into private life rather than keeping it ex- 
clusively as an office fixture or ornament. 


* * & 
Eating too much is a brake on our activities. ; 


Nothing is ever gained by winning a bargain and losing 


a customer. r : : : : : ; 


The best salesman is the one who sells goods at a price 
that nets his employer a fair profit. ; : : ; 


In selling, too many of us are engaged in trying to steal 
trade that already exists instead of creating new business. 
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MEN YOU SHOULD KNOW : 


Treasurer | 


John H. Burns + McCarthy Bros. & Ford 


NYONE chancing to drop into the building at the other to be a policeman. Jack’s tendencies were to- 
75-79 Mohawk street, Buffalo, N. Y., might any ward the former, but unlike most boys, carried his am- 
day find a line of eager and ambitious looking — bitions over into manhood for he spent 16 years in the 





itinerants on the second floor. 
At the head of that line is a 
door leading to a_ glass-en- 
closed private office and in this 
office sits a big heavy-set af- 
fable looking gentleman listen- 
ing to a talkative individual on 
the opposite side of his desk. 
The listener is John H. Burns, 
treasurer and general manager 
of McCarthy Bros. & Ford, 
and the man whom all these 
anxious personages are waiting 
to see. 

Jack Burns, as the trade all 
gladly know him, is one of the 
busiest men in the electrical 
jobbing fraternity, one reason 
being that in his capacity as 
treasurer and general manager 
is included the buying for his 
house, one of the biggest and 
most rapidly growing concerns 
of its kind in the country. 
Each day Mr. Burns _inter- 
views on an average of 20 
salesmen selling every kind of 
electrical product. Some leave in high spirits and some 
don’t but all depart in a pleasant frame of mind and 
with a feeling of good will toward Jack Burns for, busy 
or not, he grants each one an interview in his turn. 

Just 16 years have passed since Jack Burns (he insists 
upon being called “Jack’’) put his foot across the thresh- 
old of McCarthy Bros. & Ford as manager of the supply 
department which at that time consisted of two men 
beside himself. But each year of the 16 has meant a big 
step upward in Jack Burns’ business career and his as- 
cent to his present position. His career has been a 
success. from the start—not only a success commercially 
but in friendship. A man’s success can be measured— 
if the old adage be true—by the number and class of his 
friends. Granting this Jack Burns can be termed a 
great success in both senses of the word. 

Born a “Canuck” in Quebec, Canada, on July 18, 
1876, Jack migrated to Buffalo, N. Y., U. S. A., shortly 
after his fourth birthday, and, as he expresses it, “I 
brought my family with me.” He was educated in the 
regular grade schools and upon graduation entered Can- 
isius college where he was further instructed in the reg- 
ular academic courses. 

It seems that there are two ambitions inherent in every 
red-blooded American boy—one is to be a soldier and 








74th regiment of the New York 
National Guard where his mil- 
itary success was in direct 
ratio to that of his business 
career. He rose from a buck 
private to the rank of captain, 
and has been acclaimed on 
numerous occasions the most 
popular officer in his regiment. 


During his numerous enlist- 
ments he served in the Span- 
ish-American war and_ re- 
freshes his memory of this 
struggle from time to time 
through his association with the 
Veterans Association of the 
74th regiment, N. Y. N. G. 

Jack began his career at the 
bottom as an assistant to a civil 
engineer in which branch of en- 
deavor he spent his first year in 
business. “During this brief 
period,” he says, “the most in- 
teresting job I had was assist- 
ing in taking the levels for the 


Joun H. Burns. present well-known electric 


railroad which runs through the 
gorge below Niagara Falls. 

From this position he went with an engineering and 
contracting firm known as Carlton & Meadows, the Carl- 
ton in the company being Newcomb Carlton, now presi- 
dent of the Western Union Telegraph Co. Mr. Burns’ 
work in this job was to assist Mr. Carlton in testing 
engines. 

After a short time Jack again made a change, this time 
going to the electrical supply business with the F. B. 
Little Electric Supply Co., the oldest firm of its kind 
in Buffalo. It was here that Mr. Burns met his present 
associate, W. D. McCarthy, who at that time was man- 
ager of the Little company’s store. Or as Mr. Burns 
puts it, “McCarthy was manager and I did the work.” 
Jack says he wielded a wicked broom in those days 
sweeping out the refuse of the day before. In this 
glorious position he received a salary of three dollars a 
week, his hours being from 6:45 a.m. to whenever he 
could manage to sneak away. 

Mr. Burns flourished the broom and waited on trade 
for three years then went to the construction department 
of the American Electrical Supply Co., a firm no longer 
in existence. Six years more and he again became rest- 
less and transferred his bag and baggage to the 74th 

(Continued on page 76) 
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Practical Psychology for Busy Men—XII 


By THOMAS FULLWOOD 
The Magic That’s Evoked by Trying 


N the March article explanation was made about the 
importance to health of believing in oneself and ex 
pecting the best always. And this, the final article of 

the series, discusses that accomplishing something— magic, 


we well might call it--which 


must view the mountain from the top; there is no other 
law. 
Scaling a mountain of earth and rock, or going over. 
under, around or through to one’s business ambitions 
it matters not—there’s always a 





comes to the aid of all who try 


. step waiting to be taken, a move 


whole heartedly to accomplish 
their desires. For that also is 
related to health and 
therefore, be included in these 
talks about health. 

Happiness promotes health; 


must, 


and he who is succeeding, who 
commands the wherewithal to 
satisfy his legitimate desires, 
has much reason indeed to be 
happy. And the secret of suc- 
ceeding is in understanding 


about this “magic” that’s evoked 


LIS is the twelfth and at hand to be made. 


last of a series of 12 
five-minute common-sense 
talks on Health—your 
most valuable asset. 
Many of our readers who 
have benefited by these 
practical messages have 
urged that we continue 
them. A new series will 
be announced in a later 


To try. 
and keep on trying, is to do. 
That, too, is the law. 

The step may be ever so short. 
the move trifling, but always it 
leads to another and that in 
Soon the top 
is reached, the victory won. 


turn to another. 


To make the move that’s at 
hand, and then the next in turn, 
as it’s reached—that’s the wav 

And in matters 
particularly, the 


the top is won. 
of business 


issue. 


by trying. It is, in fact, among 





the most important truths for 


“magic” that’s evoked by trying 
can be depended upon always to 








any man to understand. 


Now all readers of Ture Jopper’s SALESMAN realize of 


course that it’s unnecessary even to go outside the elec- 
trical field in order to find many marvelous advancements, 
which when first talked of were declared to be impossible. 
But in each such instance some courageous soul came 
along eventually and had a try at doing those things. 
And now those “impossibilities’, so called, are among 
the commonplaces of our daily existence. For all the 
while, though the timid held back and feared to venture, 
that ‘‘magic,”” which trying releases, was at hand and 
waiting to do its part. 

No matter how impossible or difficult an undertaking 
may appear to be in advance of trying, this always holds 
true: with the very first move the aspect changes-—a new 
point of view is secured. The obstacle that seemed to 
har the path is seen in a new light, and a way ’round ts 
disclosed. 

There is difficulty indeed in even imagining a_situa- 
tion where not even one move, one step would be possi- 
ble. Well, to have one move always at hand to be made, 
one step always waiting to be taken—can courageous 
man ask stronger assurance of success for his endeavors ! 

One stands humbly at the foot of a great mountain, 
awed by its grandeur, doubtful of being able to climb 
One's steps are so small, one’s powers so 

But the relatively simple matter of set- 
ting one foot forward and taking the first step—that is 
It’s done in a moment! 


to the top. 
insignificant ! 


within one’s powers surely! 

At once the conditions, the entire aspect, changes—a 
foot or more of that vast eminence is below, and all ap- 
pears from a new point of view. Now another step is 
found ready to be taken, and yet another and another and 


another. And he who tries, who perseveres, inevitably 


clear the way and disclose the 

next move that’s to be made. 
A hustling jobber’s salesman, we'll say, aspires to a 
position of eminence in his field. 
head of a big, successful jobbing house. 


He wants to be the 
But he has no 
particular advantages—no capital, no friends that might 
help. The way appears rough and uncertain, tre 
mendously so. 

Surely, though, even the most pessimistic outlook can 
discern nothing especially difficult about the first step 
that must be taken. 
one too. 


{t can be taken with ease; the next 
It’s only the thought of taking all the steps 
to the mountain top of one’s ambition in one that saps 
courage and prevents doing what logically should be 
done. 

So that first step is taken; and then the next and the 
next and the next, in turn. High of heart and confident 
of the outcome, our jobber’s salesman does his part by 
manfully trying. And then the “magic” that’s evoked 
by trying comes to his aid. No sooner is one step taken, 
- Slowly 
today, more rapidly tomorrow, always he goes on and up. 


one move made, than the neat one is disclosed. 


Dominant men understand instinctively about this mag- 
ical help that’s given to all who try and keep on trying. 
The secret of accomplishing is in persistently trying. 
That they know and know well, even though unaware 
of the psychological reasons why that is so. 

Would you have expert testimony as to the truth of 
this? °Tis easily had. 
who is succeeding. 


Ask any man who has succeeded, 





Did you ever notice that a young fellow who always has 
a lot of girls runnin’ after him always marries the plain- 
est lookin’ one of the bunch? ‘ : c : 
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" Cutter 


Street and Park 
ESTINGHOUSE ighti 7 
ESTINGHOU Lighting Equipment 
Any jobber or dealer in lighting equipment for 
town or city streets and parks, will serve his buy- 
ers with credit in the selection and recommenda- 


tion of Cutter Ornamental Posts and Tops equipped 
with Westinghouse Mazda Lamps. 


The illumination, beauty, harmonizing ef- 
fects and efficiency as well as the low 
maintenance costs of these units will be 
such that the buyers will have a high re- 
spect for your counsel. 


The Westinghouse Company’s Illu- 
minating Engineering Bureau will 
gladly cooperate with the jobber 
and dealer in creating a_ larger 
market for their service. 


Westinghouse Electric & Mfg. Co. 
George Cutter Works 
South Bend, Indiana 
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Adventures of Hardluck Sam 


Our Hero Learns That Silence Is Golden 


EAR PHIL: 

D Well, boy, I’ve already men- 
tioned suicide, opium, and the 
penitentiary as ways for me to get 
where nobody could torment me, but 
I guess there’s only one thing left. 
That’s to go off in the woods and be 
a Hermit. At that, I guess a tree 
would fall on me, or I’d get poison 
ivy, or drown in two feet of water, or 
fall asleep smoking and burn up, so 
I'll stay and suffer till the Fool Kill- 
er bumps me off. 

Yep, out of luck again—I mean yet, 
but I'll leave it to any jury if it was 
my fault. I 
Heights last week to cut a big melon 


headed for Chocolate 


our house had been watching, a fac- 
tory job that the home office had rip- 
ened, and all I had to do was present 
the dotted line and the fountain-pen. 

It was my first trip to Chocelate 
Heights; didn’t know a soul or any- 
thing about the burg until I got in the 
bus for the mile trip from the station. 
The old wagon was crammed with 
dreary birds, all singing the blues like 
gun-men in the death-cell. Every time 
I’d horn in and ask what was wrong, 
they’d all moan and say: “Never mind, 
you'll see.” 

Well, Phil, when we landed at the 
hotel in time for supper, I saw. Don’t 
talk 


war-torn France. 


slums of London or 

I could sympathize 
with a lost soul saying: “So this is 
Hades.” But when I finally started 
for bed, then the fun began. 

The clerk was bell-hop, porter and 
The 
into would drive a goat away from 2 
hair mattress, and when he turned on 
the light, a bat was flying around. The 
clerk got a curtain-pole and I teok 
We run that bat till his 
wings slowed up, and only got one hit 


about the 


chambermaid. room he led me 


off a shoe. 


between us in 52 times at bat. 

I'd been in bed about twenty min- 
utes when I felt like a pin stuck me. 
Soon there was another, then a whole 
flock, then the iron truth began to 
sink into my soul. Then I heard a 
faint little chorus on the floor: “All 
together now! Heave-ho!’” I turned 
on the light, and dog my cats! there 


was a million of ‘em pulling at the 
covers. 

I went over the top with a maga- 
zine, but in spite of all I slaughtered, 
they got me down. I would have been 
« croppie if I hadn’t thought to light 
a cigar I had been saving for some 
cadger. The gas drove ‘em off me 
till I got into my clothes and gathered 
up my things. Phil, I give you my 
word, when I shook my pajamas, it 
sounded like buckshot on the walls 
and floor. 

[ yelled for another room. The 
clerk gave me one he said was fumi- 
gated. That was all right, and I be- 
gan to breathe again, when I caught 
a radio from across the hall: “Enemy 
moved to Room 23, attack in force at 
once.” While I was. fishing for my 
gat, here they come, “1, 2, 3, 4, Com- 
pany, HALT! Fall out! Police up!” 

Believe me, I got out of there and 





Gentlemen, allow us to introduce to you 
the future assistant sales manager of the 
Robertson-Cataract Electric Co., Buffalo, 
N. Y. Frank Hause, the daddy and pres- 
ent assistant sales manager of the com- 
pany, is inclined to believe, however, that 
he will either be a house-wrecking contrac- 
tor or an announcer—he’s pretty good at 
both already. However, at the present 
stage of the game Frank junior is training 
his pop to be a long distance walker, but 
Frank senior thinks he chooses a h—1 of a 
time of the night to do it. 


beat it for the only other hotel in 
town. When [ 
walked into the office, there was an- 
other peddler sitting up. I started to 
tell him my troubles, and he busted 
out laughing. “A fat lot of good to 
come here,” he says. “The same guy 
owns both hotels.” That was plenty. 
I flopped right beside him, and we 
sung ’em together till four a. m., then 
we strolled through the town. 


It was two a. m. 


We got back at six-thirty, boiling 
I asked for the proprietor. A 
big, gawky guy come out of the wash 
room and I unbelted. 
a thing that I forgot to call that fel- 
low, it was due to nervous shock. I 
panned that bird and his two hotels 
till I got tired and changed feet, and 
all I get out of him was a grunt. | 
guess he’s used to it. 

Of course, I didn’t eat no breakfast 
in that joint, but after a bite in a 
hash-house and another walk, I started 
for the factory, thinking of that hig 
order and how soon I could pull my 
freight after I got it. The old boy 
spirit began to return, and when | 
sailed into the office where al! this 
business was waiting, I was almost hu- 
man again. 


mad. 


If there was 


I asked for Mr. Jones, the main 
guy, and sat down to wait. It was a 
long time before he came in. The 
place was stuffy and dirty and I be- 
gan to wonder if everything in town 
was like the hotels. Finally, in walks 
Mr. Jones. All of a sudden the place 
seemed still stuffer. I looked at him. 
Are you Mr. Jones?” I 
“Yes,” he says, reaching for the ink- 
well. “Not the Mr. Jones that owns 
this plant?” I goes on, edging toward 
the door. “Yes,” he says, “this plant, 
both hotels, and a lot of other junk.” 
He was trying to get between me and 
daylight. Uh-huh! Nix! Did you 
ever see a man come out of a burning 
powder-mill? Good-bye order and 
legs do your duty! I beat the inkwell 
to the street by a step. 

All ready, Phil? Come _ closer. 
Steady, pal, your hand’s shaking. 
Don’t miss me, boy! Aim, FIRE!! 

Sam. 


“e 


croaks. 
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AJAX 
PLURAL SOCKET 


LEAVES LAMP IN POSITION INTENDED 
Every User Needs at Least Three. 








BE SURE YOUR DEALERS ARE WELL STOCKED 
MADE ONLY BY 


AJAX ELECTRIC SPECIALTY CO. 
ST. LOUIS, U. S. A. 
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OW I LANDED 





Little stories of 
unusual sales ~as 
told by salesmen. 


Done Outside of Books 


NE morning recently I breezed 

into the store of one of my cus- 
tomers in a thriving little town in 
northeastern Ohio. When I asked the 
young lady (who held the positions 
of telephone operator, bookkeeper and 
all around office girl) where Mr. D— 
was, she nodded her head toward the 
stockroom and putting her hand to 
her mouth said: “Grouch on this 
morning.” But forewarned is fore- 
armed, so I was ready for the battle. 


Upon entering the stockroom I bid 
him a smiley good morning and asked 
him, by way of conversation opener, 
how business was. “Rotten,” was 
his laconic answer. But finally I got 
to the place where I could open my 
catalog. Still he was offish. 

“You need some No. 1+ wire,” I 
suggested or rather asserted. (I had 
ascertained his needs upon entering 
and looking around.) Then I gave 
him my price. 

Turning his back on me he blurted, 
“No!” I made up my mind that right 
here was the opportunity to give that 
psychology stuff a tryout. (I had read 
numerous books on the subject.) I 
looked directly at the back of his head 


SALESMAN 





SuHor THovent Waves At Hr». 


and put my mind to work. I said (or 
rather thought) to myself, “You will 
take 10,000 feet; you can use 10,000 
feet; you need this wire; you can’t 
afford not to take it at this price; and 
finally, you will take 10,000 feet of 
No. 14 wire this morning.” He had 
his back turned all the time I was 


shooting these thought-waves at him. 


All at once he spun around so 
quickly that he nearly lost his balance 
and said very curtly, “I’ll take 10,000 
feet of No. 14 wire.’ He nearly took 
me off my feet. But that was not all 
—I sold him a good order of supplies. 

F. Dee Wimmer. 








VERY salesman can 

profit by the experience of 
the other fellow. Fighting 
salesmen have _ contributed 
these two pages of sugges- 
tions from the firing line. 
We pay five dollars for every 
letter giving an account of a 
sale made under difficulties 
—and what sales are not 
made under difficulties? 
Help the good work along by 
sending in accounts of your 
sales. 








His First Large Order 
ts bright Monday morning I 


started out early and stopped in 
to see one of my customers who had 
given me a nice little portion of his 
firm’s business, but was buying his 
larger supplies elsewhere. 

Walking into his place of business, 
I approached the telephone operator. 
“Good morning, Miss Jones. Is Mr. 
Smith in?” 

“Good morning,’ was her reply, 
with a smile. ‘Yes, he’s in, but he’s 
fit to be tied. He bawled me out 
about three times this morning.” 

“Well, is there any possible chance 
of me seeing him?” I finally got to 
his office and opened the door. “‘Good 
morning, Mr. Smith, how are you this 
bright morning?” 


, 

















Swinging himself completely around 
in his chair he replied, “Good morn- 





ing, but what the brings you 
around here so early?” And let me 
tell you, he was some hard-boiled 
egg. 

“Well, Mr. Smith, is there any- 
thing I can help you out with this 
morning?” 

“No, I don’t think so; there’s only 
one thing on my mind this morning, 
and I doubt whether you will be able 
to supply my needs in this particular 
source of supply.” 

Getting right back at him, I re- 
plied, “I can get anything you hap- 
pen to be in the market for,” 

“You can’t.” , 

“T can.” 

“Well, get some ——— good prices 
and delivery on this wire, but | 
doubt if you will be able to locate 
it and get it to me in ten days.” Out 
with my pad and pencil and jotted it 
down. 

“Mr. Smith, you will hear from me 
by Thursday morning’s mail with 
prices and delivery on this material.” 
I bid him good-day and immediately 
went back to our office, where I dic- 





Tuey Dirrerep SLiGHTLy. 


tated about six inquiries to different 
manufacturers. My mind was set on 
putting this big thing across. 
Thursday morning I received two 
quotations out of six with samples of 
this particular wire. The proposi- 
tion looked good to me and I didn’t 
hesitate very long, but hurried to my 
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9 cents per joint 


is the cost of materials where 
OKONITE INSULATING 
and MANSON FRICTION 


Tapes are used. 


Their use insures a perfect 
joint ! 
Why experiment and waste 


high priced labor on inferior 
tapes P 


THE OKONITE COMPANY 


Incorporated 1884 
PASSAIC, NEW JERSEY 
CENTRAL ELECTRIC Co., Chicago, Ill, General Western Agents 


PettTince_t-AnDrews Co., Boston, Mass. 
Nove tty Exectric Co., Philadelphia, Pa. 
F. D. Lawrence Co. Cincinnati, O. 
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customer's office to submit the prices 
and samples. I found him in a little 
better mood. ‘Well, Mr. Smith, I’m 
here and on time with some very good 
news.’ I submitted my prices and 
delivery to him, looking them over 
and comparing them with a quotation 
he received from one of my competi- 
tors. He finally got up. grabbed my 
hand, and gave me the order. 

And believe me, boys, I'm going 
after some more of this big business. 
Fred A. Burger. 


* * * 

A Plugger Rewarded 
ARRIVED not long ago in a fair 
sized city in Illinois about five p. 

m., and at the hotel found five job- 


her's salesmen sitting in the lobby. 





Workepn Wuite TuHey Siept. 


Of course, we had a little convention 
of our own, and I was told that I 
might as well blow out in the morn- 
ing, as there was nothing doing there. 

The next morning, however, instead 
of blowing out, I was on the job at 
eight o'clock, and, upon making my 
first call, I was turned down. I also 
was told that five salesmen had been 
there the day previous. I was in- 
formed that business was rotten, but 
also that he had several jobs in sight. 
After making some inquiry I found 
that the owners of a soft drink parlor 


Im 


UUM LULU MULA LULU 


were figuring on making some changes 
ir their wiring. So I asked for per- 
mission to call on his customer. 

He gave me the name and address 
and within an hour I was back with 
a list of material, such as molding, 
fittings, etc., and also with instructions 
to have the contractor start work as 
soon as goods arrived. The contrac- 
tor was very much pleased and in ad- 
dition to the material I sold on the 
job, he gave me quite an order for 
other goods. 

My second call was similar to the 
first, only that it was a conduit job. 
This order included some heating ap- 
pliances besides the supply materiais. 
It also was a remodeling job. My ob- 
ject in writing this is, that I obtained 
two good sized orders before 10 
o'clock and was ready to go on to the 
next town, while my five friends were 
still at the hotel and had been there 
the whole day previous with not an 


order. 


H. H. Heinze. 


* * * 


Solved Auto Problem 


HIS particular order to which 

I am to make reference, was not 
close to a “hundred and ninety-seven 
thousand” dollars, but at present we 
do not expect nor desire a buyer to 
overload his stock while prices are 
receding, along with the general pub- 
lic holding pretty snugly to its wal- 
let. But business is increasing at 
that. 

However, an additional new = cus- 
tomer now and then does a whole lot 
toward offsetting that which our reg- 
ular established trade does not wish 
to buy at present. 

The “P. A.” I have in mind would 
buy, as he put it, absolutely and posi- 


S00 A == 


Tell Us How You Landed The Order 


Write a letter telling how you secured an order in the face of difficulties; or how 
you overcame some obstacle that other salesmen may be confronted with. An in- 
cident that may seem simple to you may help the other fellow land. 

If you want the suggestions of your fellow salesmen you must do your part by 
giving them the benefit of your experiences. 


We Will Pay $5.00 For Every Letter Published 


And— 
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tively nothing, but I knew he needed 
certain material, as one of the office 
force, who is a very good friend of 
mine, had informed me. 

Well, I did not know how I was to 
bring it out of him voluntarily until 
his conversation finally drifted to his 
old .pet touring car which he was anx- 
ious to trot out for spring training. 
This, he said, would be possible if he 
could only purchase seven new parts 
and with those replacements, he knew 
she would trim any Stutz on the high- 
way. I suggested that we make a 
list of the parts required and I would 
attempt to get them somewhere. | 
was so sure that I could get them that 
he began to believe it himself and be- 


came real enthusiastic. 





DiIoGENES IN SEARCH OF Parts. 


Naturally, to show his appreciation 
for my apparent and actual interest 
in his car troubles, he did the unex- 
pected by calling his stenographer 
and dictated an order for exactly the 
material I knew he really needed but 
was hesitating to buy. 

Well, in two days, he had his parts 
complete for his “‘horseless carriage,” 
and we had delivered our electrical 
supplies, and I am sure that the ef- 
fort on my part was fully appreciated 
and of a mutual benefit to both of us. 


Earl H. Hamblet. 


IUCN AAU 


IVUUQUUUOUAANOUU0V SOARED LUAU UATE 


Fall 


h 
he 











April, 1921 





THE JoBBER’S fA] SALESMAN 


29 








A simple explanation of 
what Elexits are 


* “Elexit” is a name-word coined by the Electric Outlet Company, Inc., to describe any electric 


outlet equipped with a receptacle licensed 


under patents owned by the Electric Outlet 


Company, Inc., and conforming to carefully standardized measurements to insure uniform service. 


An Elewxit, the 
flush _ receptacle 
which takes wall 
bracket support- 
ing plugs, chande- 
lier supporting 
plugs or ordinary 
attachment plugs, 
as desired. Elexits 
can be installed in 
all types of outlet 
boxes. 


2 






wall bracket. 


LEXITS are standardized “electric exits’’ or 

outlets which are finished off with an incon- 
spicuous flush receptacle with either a rectangular 
or circular plate. 


The face of the Elexit receptacle is a rounded 
triangle with two parallel slots in its surface, the 
right hand slot being taller than the other. 


These slots are designed to receive either wall or 
ceiling standardized fixture-supporting plugs or the 
standardized attachment plug now found on practi- 
cally all electrical appliances. 


How Elexits are used 


Any type of wall bracket may be equipped for 
plugging into Elexits by simply attaching the wires 
to an Elexit Wall Plug. 


Most ornamental brackets are made with a bridge 
across the back. This bridge ‘is simply slipped over 
the lip on the top of the plug, after the plug is in- 
serted in the Elexit. The curvature of the blades 
makes it impossible to withdraw the plug without 
first unhooking the bracket. 


On all other types of brackets a simple adaptor 
that fits the lip of the Elexit Wall Plug is substituted 
for the usual hickey or crowfoot. If desired, the 
adaptor may be rigidly attached to the plug, in which 
case it is only necessary to slip back the canopy in 
order to plug the fixture into Elexits and then push 
the canopy back into place. 


The chief interest in a chandelier is usually some 
distance below the point of attachment. When 
Elexits are installed in ceilings, 
their finished construction and 
appearance does away with the 
canopies which have heretofore 


An Elexit Wall Plug 
for attachment to the 
wires of any type of 


An Elexit Ceiling 
Plug, which takes 
the place of canopy 
and wiring con- 
nections, and 
makes a chande- 
lier lock itself se- 
curely by its own 
weight into an 
Elexit. 





Cap of standard at- 
tachment plug which 
fits Elexits and is now 
found on most elec- 
trical appliances. 





been necessary to hide unsightly wiring connections. 

The Elexit Ceiling Plug is therefore of finished 
appearance and may be treated as a part of the fix- 
ture-hanger. It is a split plug, one wire being at- 
tached to each half. A chandelier, equipped with 
this plug, is installed by inserting each half of the 
plug separately and hanging the fixture on the re- 
versely curved hooks, as they are brought together. 
The weight of the fixture locks it securely. 


What Elexits Accomplish 


Elexits make lighting fixtures portable. They 
permit the expression of personal taste and individ- 
ual preference in the selection and placing of light- 
ing fixtures. 


They provide for the safe use of lighting outlets 
for a double purpose, as an appliance may be 
plugged into an Elexit if it is not being used for 
lighting purposes. 


Put Elexits in showrooms 
Get dealers to equip their salesrooms with Elexits 
and attach plugs for Elexits to their fixtures, 
Demonstrating lighting thus becomes easy—and 
convincing. 


They will sell fixtures on a cash basis entirely 
apart from the wiring job itself. Sales of appliances 
will be larger because with Elexits, appliances can 
be used more readily. 


Names and addresses of manu- 
facturers licensed to make Elexit 
receptacles and appliances will 
be furnished upon request, as 
will any further details regard- 
ing the use of Elexits. 





Phantom view of an Elexit Wall Plug in 
place. A bracket mounted on this plug 
rests securely against the wall. Gravity 
takes up all play. Also showing the 
adaptor which replaces the hickey or 
crowfoot behind slip canopies. 





Euecrric Ouriet ComPANy Jnc. 








Phantom view of Elexit Ceiling Plug in 
place. This provides stronger support 
than the average fixture chain. The me- 
chanical strength of Elexits insures un- 
usually good electrical connections. 


119 West 40th St, New York City 
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Perry Was Willing 

EVERAL years ago when Perry 

Boole and I were covering Ohio, 
as referred to in his story in a 
recent issue of THe JOBBER’s SALEs- 
MAN, Perry and I stopped at Cedar 
Point for a few days rest after a most 
strenuous two weeks calling on the 
cash trade in Ohio, and as Cedar Point 
is an island, it was just as wet on 
the island as the lake that surrounded 
it. 

Perry having wonderful foresight 
for the future had partaken of his 
share of liquid refreshments in order 
to make his average good for the 
future and upon our arrival at the old 
West House at Sandusky—which is 
directly opposite Cedar Point—Perry 
received the following telegram from 
W. W. Low, president of the com- 
pany: 

“Kindly take more interest in the 
business.” 

Mr. Low had evidently heard of 
Perry’s destination, and being known 
never to deal harshly with his em- 
ployees, sent this telegram to let Perry 
know he knew of his whereabouts, and 
which was also an inference for him 
to get on the job. Perry, however, 
had a little trouble in reading the tele- 
gram, but as soon as he had sized up 
the situation in his clouded head, he 
immediately wired back—‘‘I will take 
a third interest.” 

George Hull Porter. 
* * * 


The Wrong Meter 
PEAKING of memory training by 
correlation of ideas, the following 

story is told on Otis L. Duncan, rail- 
road sales representative of the West- 
ern Electric Co., Chicago. 

In the old days when “Ote” guided 
the destinies of the J. Lang Electric 
Co., he attended a banquet and stag 
that was a real one and that served 
as the wind-up of a contractor’s con- 
vention. 

The next morning he met one of his 
table mates of the night before. 
said Ote. 

“Good morning, Mr. 


“Good morning!” 
Wait 


er cr. 


“FR 


Let’s see, you're 


a moment!” said the gentleman. 

have you in a jiffy! 

a wattmeter — you’re name’s Sang- 
Otis L. Duncan. 

* * # 


It Washed All Right 


ID I get a nice order from 
Koch Bros.? I did. One car 
load of washers from a department 
store isn’t bad. And it came just like 
that,” said Potter, snapping the ash 
“Koch Bros. 


are successors to the Enterprise peo- 


amo!” 


66 


hump from his Camel. 


ple. They hadn’t thought much about 




















This 
Miller, city salesman for McCarthy Bros. 
& Ford, Buffalo, N. Y., is so speedy that 


picture is blurred, but Louey 


we couldn’t get a picture of him that 
wasn't. It is said that Louey makes more 
calls a day than any other salesman in 
the country. He calls on 40 customers 
every 24 hours and his calls are so regular 
that these customers set their watches by 
his visits instead of Western Union clocks. 
Besides being a salesman, Louey is the 
best little sample collector this side of the 
equator. He left the recent fixture show 
in Buffalo looking like an animated mu- 
seum—he had samples of everything in his 
pockets from a socket to a massive theater 
fixture. Guess he has the right idea at 
that. 














carrying a big line of electrical sup- 
plies. They had a notion that yard 
goods, ready to wears, and nic-nacs 
were more in their line. 

“Their new spring goods had ar- 
rived. Among the lot was the sheer 
spring flowered wash materials which 
they intended to make their leader 
for the season. 

“Will 


after customer. 


asked customer 
The house had given 
fast, 
that it would look every bit as nice 
at the end of the season as it did now. 
They could promise the trade as much. 

“But even at that the trade hesi- 
tated to buy. 

“Let’s bring that washer up out of 
the basement, put it here in the win- 
dow trimmed with the goods, wash 
out a few pieces daily and show ’em,”’ 
said Koch, Sr. They did. 


“The machine was set going, the 


it wash?’ 


its word that the colors were 


material washed, ironed and displayed 
The window was 
placarded with the slogan, ‘Will it 
That week Koch Bros. got a 
dozen inquiries concerning the wash- 
er and sold five. 
“Koch Brothers 
their basement into an electrical sup- 


in the window. 


wash.’ 


have converted 


ply store, and things are looking up.” 
* * * 
Psychological Salesmanship 
EW man went out for us three 
ago. Last his 
quota stood twenty per cent better 


months month 
than that of the nearest runner-up. 

“How do you do it?” I asked him 
when I saw him back at the offices 
last week. 

“Well,” replied he, “I study the 
corners of a man’s mouth, get a lot 
out of the cut of his jib and read the 
head lines in the brow of my custom- 
er. I’m a student of ears, eyes, noses 
and chins. And about all I know of 
salesmanship is included in that little 
category. True, I know my line pretty 
well, but I have to specialize on the 
above to put the line over. My busi- 
ness is playing the man across. 

“Time was, you know, when you 
could sell anything that you'd take 
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Here it is! 


e Baby Violetta 





In response to the tremendous demand for a Popular Priced Machine, 
we have perfected the BABY VIOLETTA, a Violet Ray machine com- 
plete in every detail. 

The BABY VIOLETTA is built with all the careful skill and of the 
same high grade of materials as the more expensive models designed 
for professional use. The little machine is so well constructed that we 
are willing to guarantee its wear. There is nothing complex or fragile 
in this compact model, although it is small and convenient. 


Violetta Pays You Tremendous Cash Dividends 


There’s lots of business for the fellows who'll a reasonable effort on your part to cash in on 


fight. The “Baby Violetta” offers you the op- this essential product. © 

portunity you have been waiting for. You can ' This Proposition is Just the thing that will 
unhesitatingly recommend it to your customers. 00st your sales, increase your profits and make 
Have them stock a number of machines, display 
and demonstrate them, and they will sell them- 


selves. The people who use Violet Ray ma- ond, by creating a demand through national 
chines have “oodles of money”; it only requires advertising. 


you an asset to your house if you do your part. 
We have popularized Violet-Ray machines 
first, by manufacturing a reliable machine; sec- 


Note the following excerpt from a letter from a Philadelphia Jobber: 


“We attach a sales letter mailed to electrical dealers, hardware stores, and other pros- 
pects for-Violetta outfits. 

The results from this letter have been highly satisfactory through a return post card 
enclosed ordering the outfit. 

The response to this letter has shown us that if proper attention can be given to Violetta 
outfits there is plenty of business around.” 


Leading jobbers and jobbers’ salesmen all over the country who have given our product the 


proper sales attention, have made big profits. You can do the same. We will help you. Write 
us for whatever assistance you may need. We will gladly send you or your customers a beau- 
tiful five color display stand, folders, illustrated letters for your customers’ prospects and 
other useful dealer helps. 


If you are not familiar with our co-operative jobber-dealer plan, you shouldn’t lose a minute 


writing for it. 


BLEADON-DUN COMPANY 


World’s Largest Manufacturers of Violet Ray Machines 


NEW YORK SAN FRANCISCO BOSTON EXPORT OFFICE 


Marbridge Bidg. Western Agencies Co. p Theo. Stave Co. 
34th St. and Broadway 285 Minna St. 830 Washington St. 


Retails at 


‘122 


Chicago, Illinois 


30 Church St., New York 
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the trouble to fasten a price onto, but 
times have changed. We now find 
ourselves in the midst of a ‘buyer's 
market’; customers must be wooed 
and won. So it’s become more essen- 
tial than ever before to know your 
customers. 

“Say, there are a lot of good texts 
on this very subject. There’s Shakes- 
peare, the Bible and a lot of others. 

“Old Cassius and Mark Anthony 
were master salesmen. Cassius ‘knew’ 
Brutus and they found it easy to sell 
him on the idea of assisting in the 
assassination of his dearest friend, 
Caesar. Next he found the point of 
contact with friend Casca, and by 
argument, fashioned to the man, 
wooed him to assist in the same deed. 
Mark Anthony’s address is a feat in 
salesmanship. 

“Take that master salesman Paul. 
He went down and sold a people on 
the idea of a brand new religion. 
They didn’t want it, but he put over 
the whole transaction without dis- 
pensing a single cigar. You'll find 
the story in the world’s best seller. I 
commend that story to you. 

“You won't learn much _  abont 
your customer if you are satisfied in 
giving him a superficial ‘once-over.’ ” 

And do you know, there’s a lot in 
what this cub said to me, even though 
I found him pouring over the Police 
Gazette that very afternoon. 

* * * 


A Worthy Profession 
+ ha the chair car of the Lehigh Ex- 


press two men met and engaged 
in the usual Pullman conversation. 
After an hour or less spent in casual 
comment on things transitory and 
timely, the elder suggested that they 
repair to the smoking compartment. 
His companion objected on_ the 
grounds that it was filled with smoke, 
drummers and stale stories. But in 
a short time they did finally decide 
to go up and in. 

There they found four or five sales- 
men busy exchanging recent road ex- 
periences. The elder of the two took 
in every word that was said with ap- 
parent deep interest. After a while 
he questioned the drummers quite 
carefully. Then the two men went 
back to their chairs. After they had 
seated themselves the elder spoke, 
saying, “Those men up there in the 
smoker have confirmed opinions that 
I have held for some time past. I 
have observed that they have enjoyed 





experiences so varied—well—so va- 
ried that the result can be a compre- 
hensive point of view only—compre- 
hensive and substantially wholesome. 
Their problems are of a complex na- 
ture, yet they demand an immediate 
solution in the very presence of the 
prospect. They deal constantly with 
men, materials and conditions; and 
must be students of, and pass critical 
and accurate judgment upon these 
three. ’Tis they who go abroad and 
labor to keep up our national morale. 
They are the bulwark of our commer- 
cial stability. In their hands have 
been placed the reins which control 
the destinies of the masses of our em- 
ployed. They represent a profession 
which is busy breeding resourceful 
men, and believe me, this profession 
is giving the colleges a hard chase for 
honors these days. Colleges perform 
a service, a definite service. They de- 
velop a student’s natural aptitudes. 
That student who comes to college 
with certain mechanical tendencies 
will find that his college will develop 
those tendencies. Likewise, send a 
damned fool to college and he will be 
developed—the result will be a greater 
damned fool. But this profession of 
salesmanship will even knock sense 
into the damned fool, or else relegate 
him to the scrap heap where he be- 
longs.” 


The elderly man who made these 
observations, as his companion later 
learned, was the president of a large 
eastern college. 

The problem which the conserva- 
tion of these four or five salesmen 
up in the smoker had solved for this 
college president was that instead of 
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We want true stories about the 
boys in the trade. Send in the 
next one you hear. 


sending his only son into a university 
post-graduate course, he would give 
him the opportunity of a practical 
course in actual salesmanship. 

But what the companion, after 
hearing the son and damn fool spoken 
of adjacently, would like explained 
was whether this man’s observations 
was a eulogy to salesmanship or an 
indictment against the only son. 

Had he been a jobber’s salesman 
he too would no doubt have under- 
stood. 

* * * 


Physical Fitness 


F you sit in on the conversation in 

a Pullman smoker, you will find 
out that next to having a good income, 
the most desirable asset for the sales- 
man is physical fitness. And I guess 
maybe it comes first. 

“T used to hang around and when- 
ever a machine stopped, I got busy. 
You fellows have nothing like that to 
contend with. You go in, see your 
prospect, state your proposition, and 
he generally hears you out. But 50 
per cent of my customers drove off 
and left me standing on the curb,” 
remarked the tire salesman. 

“Remember one day I was in the 
act of making a sale. The customer 
had agreed to take two tires, when an 
acquaintance of his happened along. 
‘What are you doing, Sam?’ he asked. 

“ ‘Buying a couple of tires.’ 

“ ‘Listen,’ he said, ‘if you are think- 
ing of buying tires, don’t buy any- 
thing but a ———— and he named a 
well-known make. Take my advice, 
it’s the only tire on the market.’ 

“My prospect compromised, took 
one tire, and drove off with my man. 
My tire had his skinned for miles and 
service. I couldn’t understand the 
prejudice. I began to make inquiries, 
and learned that his brother was sell- 
ing the other brand. 

“T hung around awhile, resolved to 
get even, thought I’d pull the same 
trick on him, but the idea struck me 
as a mighty cheap proposition, so I 
didn’t try it. 

“Told the president about it when 
I got back to the factory. ‘Say,’ he 
fumed, ‘if you had smashed that fel- 
low on the jaw, as he deserved, I'd 
have paid your fine and bought you 
the best dinner in town.’ ” 

“And what did you say to that?” 
asked Martin. 

“Why I told him that I’d call it 
square if he would only remit the 
fine.” 
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Cable Box Selling Ideas 





T&B 
dard Cable Box 


ent for finished house w k 
or 


Stan 
Excel] 


If you learn three essential 
points about three T & B 
specialties each month, you 
will not find it a burden. 


What will the result be? 


Inside of a year you will have a 
talking and selling knowledge of one 
of the best known lines of electrical 
specialties—a knowledge that will 
make you welcome—an authority on 
the subject. 


If you have passed up the first two 
lessons of this series (Feb. and Mar.), 
suppose you go back to them and 
catch up with the class. 


The Thomas & Betts Co. 


NEW YORK CITY 
OFFICES AND AGENCIES 


Thomas and Betts Company, Boston 
Thomas and Betts Company, Philadelphia 
Doherty-Hafner Company, Chicago 

H. B. Squires Company, San Francisco 
H. B. Squires Company, Los Angeles 

H. B. Squires Company, Seattle 

Kemp Haythorne, San Antonio 

Lyman C. Reed, New Orleans 

Chas. S. Broward, Atlanta 

A. H. Keleher, N. Y. C., for South Am. 
Thrall Elec. Co., Havana 

Northern Electric Co., Ltd., Canada 
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The importance of correct lighting 
is such that six states have already 
adopted lighting codes, and several 

others have tenta- 
Cities Adopt tive codes. Otis 
Lighting Codes JL. Johnson, in a 

recent article, 
names five effects that must be at- 
tained by an efficient industrial light- 
ing system. 

(1) Absence of both direct and re- 
flected glare. 

(2) Sufficient intensity on all work- 
ing surfaces. 

(8) An intensity of illumination on 
posts, walls, and ceilings so as not to 
cause objectional contrasts. 

(4) Good diffusion. 

(5) Light from the proper direc- 
tion to avoid objectionable shadows. 

Mighty good points, all of them, to 
influence your manufacturing clients 
toward better illumination. 

* * # 


A manufacturer who attempts to 
economize on his lighting invariably 
does so at a cost to production. 

Before a meet- 
ing of the Taylor 
Society, Roches- 
ter, New York, 
Ward Harrison, Cleveland, Ohio, 
gave out the following facts, based on 
actual tests: 


Penny Wise 
Pound Foolish 


Manufacturers save $1 in lighting 
and waste $10 in production from im- 
proper lighting. 

Increased production amounting to 
from 10 per cent to 20 per cent has 
followed better lighting. 

Night working shifts inefficiency is 
due to lack of sufficient lighting facil- 
ities. 

In plants averaging 100 square feet 
of floor space per employe, the cost 
of good artificial lighting per foot- 
candle supplied, is less than 0.01 per 
cent of the employes’ pay during the 
period the lighting was used. 


It’s the old story of “penny wise, 
pound foolish” as the wise jobber can 
show the manufacturer with such 
facts. 


ertinent 
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Sales Facts and 


Figures 


4. 








There is always another method of 
making the sale when one method 
doesn’t register. The secret of selling 
seems to be 
largely thie secret 
of being enter- 
prising and re- 
Too many of us expect 
business to come to us—we feel that 
if it doesn’t, there is nothing to do but 
to wait—business must be bad. 

Contrast this method of doing busi- 
ness with that of an enterprising 
dealer in northern Indiana who found 
he had a stock of dish washers which 
weren't moving. Did he sit down to 
bewail the fact he had ever bought 
them? He did not. He heard that 
there was to be a meeting of the ladies 
of a well-known fraternal organiza- 
tion and that a luncheon was to be 
served. This gave him a real sales 
idea. He sought out the committee 
and asked that he might be allowed 
to wash the dishes—gratis, of course, 
and with no obligation. For obvious 
reasons he was welcome to the job. 
Immediately, he moved three of his 
white-enameled machines to the hall. 
He contrived to have it whispered 
that the dishes were to be washed in a 
new mechanical way and the an- 
nouncement was made that if mem- 
bers desired, they might see the 
machine in action. 


Did Dirty Work 
Made 20 Sales 


sourceful. 


The demonstration resulted in the 
ultimate sale of 20 machines, more 
than his stock. 

The only fundamental difference 
between a sale and a dead stock is a 
little real selling effort. 

* * 


Some people seem to think that 20 
foot candles or 15 or even 10 foot 
candles of light are enough to put 

their eye out and 
20 Foot Candles is terrifically too 
Not Too Much much for the hu- 
, man eye to take 
care of. 

The fallacy of this supposition is 
evident when one considers the fact 
that the intensity of ordinary sunlight 
ranges from 1000 and more foot can- 


dles. Ten to 20 foot candles properly 
installed without glare is therefore not 
so much after all. 

We do not know yet the limits in 
foot candles that can be utilized effi- 
ciently but we do know that 20 foot 
candles is not too much. The eye is 
able to focus on objects in moonlight 
where the intensity is as low as one- 
fiftieth of a foot candle. This shows 
the ability of the eye to operate and 
focus in a tremendous range. 

Anybody that gets scared at 10 
foot candles should know the above 


facts. 
* * * 


“Technical facts regarding electric 
appliances can be made real talking 
points to women buyers,” states A. V. 
Farrington in 
Printers’ Ink. 

Women can 
understand and 
appreciate the usual run of technical 
points of washing machines, vacuum 
cleaners and like appliances, but they 
must, of course, be presented in direct 
relation in their significance to women. 

For instance, in describing the size 
of a washing-machine, it would be ad- 
visable to compare it to the size of 
perhaps an ordinary kitchen chair, 
rather than stating the exact dimen- 
sions which mean nothing to the 
woman buyer. This comparison im- 
mediately suggests to her mind the 
amount of space the appliance will re- 
quire in her tiny kitchen. 

The methods used by washing ma- 
chines to clean the clothes might eas- 
ily be described in technical terms that 
would be clear only to an engineer, 
but they also can be presented by 2 
comparison with the working of some- 
thing familiar. 

There are, perhaps, various posi- 
tions in which the wringer may be 
placed, yet it isn’t necessary to lose 
any. realism in describing these posi- 
tions. Simply show the wringer as it 
will be in the position of the rinsing 
tub, the bluing-water tub, ete. 

To remember the association of the 
way the machine is built, with objects 


Speak in 
Milady’s Terms 
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Your Dealers Can Sell 


The New LITTLE GEM 
Sewing Machine Motor 








Built By Small 
Motor Specialists 


We set out to build a small 
Motor that would answer the 
desire of Motor users for 
something a little better, a 
product embodying that high 
degree of Dependability which 
is found in the great master- 
pieces of Electrical Engineer- 
ing. 


The result was the highly ef- 
ficient Racine Motor, a little 
masterpiece of engineering. A 
motor that will not fail and 
cause delay, fussy repairs or 
reduced production—but will 
run when on and stop when 
off, no matter whether under 
strain of alternately stopping 
and starting or that of con- 
tinuous hour after hour serv- 
ice. 


When you investigate Racine 
Motors you will find that the 
sturdy strength of their con- 
struction, combined with their 
exceptional ability to work 
faster will be the means of 
saving you great expense. 




















Call their attention to the unusual quality, and the 
many points of superiority, of the Little Gem Sew- 
ing Motor for A. C. or D.C. 


Nothing to get out of order. Fits any type of sew- 
ing machine, furnished with a swivel jointed 
bracket which permits the motor to be turned in 
under the arm so that it is out of the way when the 
machine is closed. 


The Little Gem is made by small motor specialists 
who have demonstrated their ability in the well 
known line of Racine high speed motors, grinders, 
vibrators, hair clippers and other electrical special- 
ties. Your dealers know the Racine line. Tell 
them about the sales opportunities offered by the 
Little Gem. 


RACINE ELECTRIC CO. 


Racine, Wis. 
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which are familiar to milady is bound 
to insure her interest and understand- 
ing. There is nothing inherently im- 
possible in making technical facts in- 
teresting and vivid without sacrificing 
exactness. We don’t have to descend 
to baby talk, nor do we have to dodge 
science. The answer is. found in 
merely relating principles to familiar 
objects. I would venture to say that 
the construction of a sewing machine, 
vacuum cleaner, or lighting plant can 
be well explained by simply making 
comparisons with such common things 
as kitchen faucets, brooms, hand 
pumps and the like. 

It isn’t a question of whether or 
not to talk construction to a feminine 
prospect, it is a question of how to 


talk it. 


* * * 


Analyzing the data collected by the 
Commonwealth Edison Company dur- 
ing the past year, a marked tendency 

is shown toward 
Tendency Towardhigher intensities 
Higher Intensities®f @rtificial light- 

ing. It is said 
that the average intensities in the 
larger new installations during the 
past year have been more than double 
those five years ago. Very little local 
lighting is used and that only when 
necessary. It is also shown that dur- 
ing the winter months which have the 
greatest amount of darkness the aver- 
age watts per unit installed are higher 
than during the other months of the 
year. The figures in the table show 
the advantage obtained by increasing 
from the ordinary low standard to a 
moderate intensity and also the still 
further advantage of increasing to a 
real production intensity. 

OLD INSTALLATION 


Watts Foot- 
per can- 
Class of Business Equipment Sq. Ft. dles 
: Drop cords, 60-watt 
Iron-pulley - finish- lamps, bare or tin 
ing shop............ - aS (Ree P .02 
Soft-metal- bearing 25 100-B deep-bowl 
machine shop.... TOTBCHOES ococssencsces 1.00 4.6 


Heavy-steel ma- 13 100-watt C, 23-in. 
chine shop......... eye-shield units....0.60 3.0 
84 40-watt B, two 
Carburetor assem- 100-watt C, 14 40- 
bling shop.......... watt drops ............ 1.00 2.1 
NEW INSTALLATION 
Total 
Cost 
Average in 
Increase Per 


in Cent 

Watts Per Cent of 

ve per Foot- Produc- Pay- 
Equipment Sq. Ft. Candles tion roll 


200-watt C reflectocap 
SEIU execiehcscntmcetee 1.90 4.8 20 5.5 
25 200-watt C deep- 


bowl reflectors............ 2.00 12.7 15 
13 300-watt C in same 
| REESE Seed 1.70 M7 10 3 


19 300-watt C, 10 200- 
watt C_ eye-shield 
rene ee en Seer. 1.90 12.5 12 0.9 


It seems certain that in promoting 
productive intensities there appears 





the greatest possibilities of service to 
industry, and wide adoption of such 
intensities is only a matter of getting 
the truth before the responsible execu- 
tives. 

* * # 

Nothing retards sales any more 
than a show window glazed over with 
“Jack Frost.” And an excellent way 
to prevent the 
frost from col- 
lecting on the 
windows is to 
have an electric fan running in the 
window. This keeps the warm air on 


Winter Uses 
For Fans 





He are two more pages 
of ammunition for the 
fighting salesman of 1921. 
There are sales opportunities 
galore for the wide-awake 
hustler who realizes he has a 
real service to render. Look 
over these facts and figures 
—watch for this department 
in every issue. 





the move and lowers the temperature 
so that frost won’t collect. The fan 
blowing on a flag’ or streamers is also 
a very effective way of getting atten- 
tion. 


There’s a market for fans in the 
winter time. 

* * * 

If the total amount of time lost by 
the salesmen of any concern, in wait- 
ing for the man who buys, were totaled 
for the year and 
the time trans- 
ferred into terms 
of wages, the 
amount would be startling. 

Any salesman will confirm the state- 
ment that time lost in getting in to 
see his man is costly not only to his 
firm but to himself. 


Well may he envy the postman 
whose carte-blanche is irrevocable— 
who never has to wait a minute to get 
in. But instead of envying him, why 
not enlist him in the game of getting 
your message to the buyer. Many 
salesmen have found it exceedingly 
helpful to use a small mailing card 
advising the buyer that they were ex- 
pecting to call upon him at a certain 
hour of a certain day, with the hope 
that he would be able to grant them 


Time is 
Money 


a few minutes at that time. We are 
all human and the thought that the 
salesman considered the buyer’s time 
important enough ought to ask for an 
interview in advance usually makes a 
very good impression. In the major- 
ity of cases it does save the salesman 
some time in the waiting room. 
+ + 

Gas is playing a losing battle to 
her younger competitor—electricity. 

Electrified communities now number 
three times those 
served by gas. 

Theodore 
Dwight of the 
Society for Electrical Development 
has compiled figures which show the 
extent of gas consumption: 
Artificial gas............ 2146 communities. 
Natural gas.............. 1936 communities, 


Gas Versus 
Electricity 


—— 


Total gas service....4082 communities. 


A reliable central station list shows 
that 12,859 communities receive elec- 
trical service or about 8000 more than 
consume gas. 

* * * 

Substitutions are dangerous things. 
Switching the buyer is a big risk to 
be taken by any salesman. To all 
such the famous 
appeal, “Throw 
away your ham- 
mer and get a 


Substitutions 
Are Dangerous 


” . 
horn,” applies. 


“Knocking” a piece of merchandise 
a buyer requests may result in the 
sale of a_ substitute carrying more 
profit—but it does more—it destroys 
the customer’s faith in his own buying 
judgment and paralyzes his buying 
impulse. This is just what the seller 
does not want to happen. It is a big 
waste of ammunition to attempt to 
“unsell” a buyer. 


Advertised articles pull hard and 
are useful in rolling up a large aggre- 
gate profit notwithstanding the 
smaller margin. 


Use constructive selling effort— 
get your buyer’s confidence. Never 
help destroy that by being a “knock- 
er’ —you will cripple your own sales 
along with the other fellow’s. 

Knocking always carries with it re- 
actionary effects which work to the 
detriment of the knocker. Agree 
with the buyer on his own convictions 
at first if necessary then work in your 
own line. But before substituting be 
sure of your ground. 





SS PERFECT LAMP 
LAMPS 


That Stand the Gaff 


Every day new industries are learning that 
NALCO Lamps are made to give maximum of 
service. No matter how your current fluctuates or 
how severe the vibration is, here is a lamp that 
gives real service. 





New and Renewed 


CARBON LAMPS 


Jobbers and Jobbers’ Salesmen should remember 
that recommending NALCO Lamps for use in fac- 
tories, coal mines, mills, machine shops, garages ~~ 


and for electric and steam railroads, means re- ~ 
orders and satisfied customers. ~ 


NALCO LAMPS ARE GUARANTEED TO BE 
THE HIGHEST QUALITY OBTAINABLE 


~ 
~ 
a, 
mee 
= 
Samples, Prices and full information eg 

upon request. _ 


NORTH AMERICAN ELECTRIC LAMP CO. 
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Groome Completes 
Work in Cleveland 

Frank T. Groome has completed 
his work undertaken in connection 
with the industrial lighting campaign 


‘of the Electrical League of Cleveland, 


and has returned to Toronto. Mr. 
Groome was invited to Cleveland by 
the Erner Electric Company to aid in 
organizing and in carrying on a city- 
wide campaign of education among in- 
dustrial plant executives. As a 
member of the Industrial Lighting 
Committee of the Electrical League, 
his work was very effective. Mr. 
Groome is best known as an organizer 
of the Ontario Association of Elec- 
trical Contractors and Dealers’ in 
Toronto. Later, he organized both 
the electrical jobbers and manufac- 
turers of Canada. 
* * * 

Duluth to Hold 
Electrical Show 

An electrical exposition is to be 
held in Duluth, Minn., on April 19 
to 23, inclusive, under the auspices 
of the Duluth Society for Electrical 
Development. The sponsors of the 
exhibition say in referring to the 
event: “There is no thought of gain, 
the sole aim being to display electrical 





goods, to educate the public in things 
electrical and spread the gospel of 
“DO IT ELECTRICALLY.” The 
principal exhibitors will be prominent 
Wisconsin and Minnesota jobbers and 
dealers. 

Prizes will be given to the holders 
of lucky numbers. There will be 
drawings each evening at nine o'clock. 
The ticket holder need not be present 
to secure the prize. All lucky num- 
bers will be advertised in the Duluth 
Sunday papers on May 1. Prizes 
will consist of electrical devices. 

Saturday morning will be devoted 
especially to the children. Each day 
will be a “Special Day.” Tuesday 
will be Dealer’s Day; Wednesday, 
Cuyuna Range and Minnesota Day; 
Thursday, Mesaba Range Day; Fri- 
day, Superior and Wisconsin Day, 
and Saturday, Duluth Day. 

President Harding has taken the 
occasion to make the following state- 


ment: 


“On the occasion of the Electrical Expo- 
sition which the Society for Electrical De- 
velopment is to hold in Duluth, will you 
please extend my greetings and good 
wishes to the organization and my hopes 
that the Exposition may be fully successful. 
America has always been a leader*in elec- 
trical science and such expositions as you 
are holding are sure to prove valuable con- 
tributions towards maintaining our national 
position. Very truly yours, 

“Warren G. Harding.” 














See RR 





The sales force of the rapidly growing Nugent Electrical Supply Co., 7 West 29th 


street, New York City, caught the spring fever one balmy day recently and decided 
it was more enjoyable taking a sun bath than working. So while they were all so 
gracefully and comfortably reposed the photographer snapped them. Frank L. 


Nugent, president of the company, sits in the center of the group. 





, 


The executive committee in charge 
is composed of C. Milton Baldwin, 
W. A. Grimes, R. A. Granquist and 
W. N. Hart. An attendance of 
25,000 is expected. 

* * * 
Lighting Exhibit 
Held in Iowa 

An industrial and commercial light- 
ing exhibit, under the co-ordinate di- 
rection of the Edison Lamp Works, 
the J. B. Terry Co. and the Iowa 
Railway & Light Co., was held in the 
Montrose hotel, Cedar Rapids, Ia., on 
April 11 to 14, inclusive. In addition 
to the exhibit two lectures a day were 
rendered on proper lighting methods. 

* * * 


Electrical Home Popular 
at “Own-Your-Home” Exhibit 

More than 30,000 people attended 
the “Own Your Home Exposition” 
held at the Coliseum in Chicago on 
March 28 to April 2. According to 
the management the most interest was 
created by the model electrical home 
which was sponsored by the Electri- 
cal Contractors’ Association of Chi- 
cago. The home, which consisted of 
living room, dining room, kitchen and 
two bedrooms, contained nearly every 
known electrical appurtenance for the 
modern dwelling. The electrical ap- 
pliances and fittings were furnished by 
some of the large electrical jobbers of 
Chicago. 

* * * 

New York to Hold 
Show in September 

The 1921 New York Electrical Ex- 
position will be held at the 71st Regi- 
ment Armory, during the 10 days fol- 
lowing September 28. With the 
Grand Central Palace no longer avail- 
able for exposition purposes the show 
management was confronted with the 
problem of finding a place that com- 
bined suitable floor arrangements, fa- 
cilities, for handling the exhibits and 
accommodations for spectators. The 
success of other shows that have been 
in armories indicates that the 71st 
armory will meet the electrical show 
requirements. As in former years the 
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Just What the 
Doctor Ordered 


One of the biggest industrials in the country set out 
to make its switch installation proof against the life 
and fire hazard. The Safety Engineers were called 
in and told to go to it. A jobber’s salesman sniffed 
the order down the wind and got next to those 
Safety Engineers. When he got through with 
them they, also, knew about the Trumbull Safety 
Switch. After all the others had been tried and 
tested that jobber’s salesman was holding fast and 
sitting pretty. He got one of the biggest industrial 
plant orders booked in many days. 





There wasn’t any mystery about it. The require- 
ments were: a standard product, made by a reliable 
house; absolute protection, open or under load; 
externally operated, preferably with automatic or 
semi-automatic locking feature; the line complete 
enough to cover a reasonable diversity of fusing 
and terminal requirements; material of high qual- 
ity and absolute dependability to be used through- 
out. !Like that other jobber’s salesman, you can 


Go the Whole Route on 





Operator cannot open cover until 
switch 1s in off position 


The Code makes mandatory the 
enclosing of a service switch, and 
recommends that it be externally 
operated. 


Here is an enclosed switch, ex- 
ternally operated, with some un- 
usual features: 


The box cannot be opened until 
the switch ts in the “off” position. 
The switch cannot be closed until 


. There are no stop-offs nor switchbacks on the 
the cover is down. 


Trumbull Safety Switch Line. You can meet every 
By the use of a shield every live test. You can meet every installation requirement. 
part may be covered. You can put your whole heart in the work, because 


x? ; you are alone on the job except for what help we 
Not merely a box for a service 





switch and cut-out. It is an exter- 
nally operated, metal-housed, safe- 
ty switch, electrically and me- 
chanically of the highest order, 
complete in every detail. 








can give YOU to land the order for YOUR house. 
That is what we’ve always done, and we’re for 
you now. 


Write today for our sales manual—a little book, 
easy to read and understand, and get your name 
on our mailing list for our sales letters—they help. 








San Francisco 








The Trumbull Electric Mfg. Co. 


PLAINVILLE, CONN. 


Philadelphia Chicago 
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for the home, motor-driven machinery 
for industrial purposes, electrically op- 


erated material-handling machinery 
and electric vehicles. 
* * 
St. Louis—The 
Electrical Center 

“St. Louis—the Electrical Center” 
is the title of a two-page article ap- 
pearing in the March issue of Greater 
St. Louis. The article which is due 
to the efforts of the St. Louis Electri- 
cal Board of Trade and the St. Louis 
Chamber of Commerce estimates that 


* 





this city gives employment to between 
8000 and 10,000 persons in the elec- 
trical industry, while there is $50,- 
000,000 invested in the various elec- 
trical enterprises. According to the 
article nearly every type of electrical 
apparatus is represented in a manufac- 
turing way in St. Louis. 
* * 

Dealers Accepting Used 
Washing Machines in Trade 

Many dealers in the Middle West 
are increasing their sales in spite of 
the lull in the appliance market by 
taking old washing machines and vac- 
uum cleaners on a trade-in basis upon 
the sale of a new machine. In some 
cases it is found that customers are 
approaching dealers with this proposi- 
tion but in the case of house solicita- 
tions the condition is more pronounced. 
Those who have done this have found 
the profit to be larger than in the case 
of the sale of a new’ machine 
or cleaner. This plan could be 


show wil! feature electrical equipment 














After a week cf storm and strife and strenuous sales efforts the sales force of 
McCarthy Bros. & Ford, Buffalo, N. Y., pulls into headquarters where the members 
line up for inspection. (Just like Saturday morning in the army—except that in the 
army there are several kinds of inspection. All you old doughboys know.) Let’s see— 
from left to right are H. P. Niesen, A. M. Watson, T. F. Carberry, C. J. Schwab, 
F. I. Sigman, G. G. Mattern, A. G. Batt, Joe Rogers, Geo. Slocum, F. B. Hubbard, 
H. Hohl, J. A. Munhall (sales manager), and Louie Miller. Louie happened to 
remember a date he had on the other side of town so he stood on the end to make 
a quick getaway. He made it in nothing, flat. 





made to work out virtually the 
same as that used in the auto- 
mobile industry standards 
of value are set by a bureau which 


where 


tabulates from week to week the sup- 
ply of the various makes of cars and 
the relative value of certain models, 
depending on condition. These values 
are bulletined to members of the bu- 
reau, and nearly all of their transac- 
tions are based on the bulletins. Since 
the saturation period of electrical ap- 
pliances is far off this may not be a 
matter of vital import at the present 











T. J. Creaghead, president of the Creaghead Engineering Co., Cincinnati, O., thought 
it looked like a swell golf day so he stepped outside to see, and the rest of the bunch, 
thinking it was chow time, followed him out. So that’s how we cornered ’em. From 
left to right are T. J. Creaghead, Paul Willmis, J. Creaghead, D. E. Vaughan, sales 
manager, and C. H. Stegmaier, of The Adapti Co., Cleveland. Many will remember 
Mr. Vaughan from the old days when he was assistant manager of the Brilliant Divi- 


sion of the National Lamp Works. 


day, but there will be a time when a 
plan will be needed to keep the de- 
mand level with the supply and 
thought given to the subject in ad- 
vance will mean that “an ounce of 
prevention is worth a pound of cure.” 
* * * 
Noted Aviator Addresses 
Chicago Electric Club 
Probably the most interesting ad- 
dress to which the members of the 
Electric Club of Chicago ever listened, 
Major R. W. 
Schroeder of the aviation section of 
the U. S. Army at the regular Tues- 
day luncheon of the club on April 12. 


was rendered by 


The major who holds the world’s 
record for altitude flying recounted 
his experiences on his last record 
breaking flight, how his eye balls were 
frozen, how his heart was dilated to 
three times its normal size, and how 
by mere instinct he landed safely 
again. He held his audience spell- 
bound for an hour and a quarter. It 


was ladies’ day at the club. 
* * * 


Edison Awarded 
Service Medal 

Thomas A. Edison has been awarded 
a distinguished-service medal by the 
Navy Department. 

* * * 

Credit Association to Meet 
In Richmond, Virginia 

The twenty-second annual meeting 
of the National Credit Association will 
be held in Richmond, Va., on May 19 
and 20 
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BRGSCOLITE 


PATENTED AND TRADE-MARK REGISTERE 
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Type WD 


hanger Y D. 


COVERING A NATION WIDE DEMAND 


15,000 Dealers Sell Brascolites, the Largest 
Selling Lighting Fixture in the World 
Every Jobber’s Salesman and every Elec- 
tric Dealer knows that profits are in sales. 
The lighting fixture that has largest de- 
mand—that enables the dealer to make 
constant and frequent turnover of his 
money—is the fixture that piles up real 
profits, and is therefore, the fixture that 

is easy for Jobber’s Salesmen to sell. 

Persistent Advertising backed by consis- 
tent service has created Nation-wide de- 
mand for Brascolite and has placed it in 





the lead as the largest selling lighting 
fixture in the world. 

Some of the service features that have 
led to Brascolite’s wonderful success are: 
Its perfect principle of Diffusion plus 
Reflection, the fact that it carries its own 
ceiling; its low cost of maintenance; its 
simplicity of construction; and its ease of 
installation. 

You are invited to call upon our Engi- 
neering Department at any time for serv- 
ice or advice in connection with any light- 
ing requirements. 





Reflector base 
beautifully finished 
in Leather Bronze 
with bead design 
as illustrated. Re- 
flecting plane 
made of pure white 
porcelain enamel 
on rust. resisting 
Armco Iron. Same 
fixture with single 
chain hanger, Type 
X D. Three chain 





Prepared to es- 





timate on and pro- 
duce materials of 
manufacture in 


Metal stampings 
Porcelain enamel- 


Brass and Alum- 
inum Founding 


Electro plating and 


Philadelphia 
Canadian Distributor: Northern Electric Co., Ltd., Montreal. 


LUMINOUS UNIT COMPANY 


Division of the St. Louis Brass Manufacturing Company, ST. LOUIS, U. S. A. 


Pittsburgh Seattle 


ng BRANCH OFFICES: Sales and Service 
Machining and |Atlanta Boston Cincinnati Chicago Denver Detroit 
Spinning Kansas City Los Angeles Minneapolis New York New Orleans 





polishing 
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Notes About Jobbers 


Schimmel Company 
Buys New Building 

The Schimmel Electric Supply 
Company, now located at 318 Mar- 
ket street, Philadelphia, has _ pur- 
chased the building at 526 Arch 
street. It is a six-story building 30 
ft. x 200 ft. and, together with the 
basement, has a floor space of 42,000 
sq. ft. After extensive alterations the 
building will be equipped as a whole- 
sale electrical supply house, with all 
the modern facilities to take care of 
the expansion of the Schimmel Elec- 
tric Supply Company, which has 
grown in the last 10 years to be one 
of the leading wholesale electrical 
supply houses in this section of the 
country. Samuel Schimmel, head of 
the firm, is very optimistic about the 
business outlook. He believes the 
business world is rapidly readjusting 
itself and that a wave of prosperity 
is headed this way. This, he thinks, 
is the time to prepare for it. The 
purchase of the new building is only 
part of the expansion now being 
planned by the Schimmel Electric 
Supply Company. 

* * * 

Philip Gross Co. Looks 
for Biggest Year in 1921 

The electrical department of the 
Philip Gross Hardware Co., 216-220 
Third street, Milwaukee, Wis., held a 
dinner for its electrical dealers at the 
Wisconsin hotel on Thursday evening 
of January 6. About 20 dealers and 
several factory representatives were 


in attendance. W. S. Whitcomb. 
manager of the electrical department, 
said the results were highly satisfac- 
tory, and all indications point to the 
biggest year in 1921 that the com- 
pany has ever enjoyed. Since March, 
1919, the company has multiplied its 
electric appliance business by five and 
in 1921, Mr. Whitcomb says, he ex- 
pects to double last year’s business. 
Extensive co-operative advertising is 
a big feature in the company’s sales 
plans. 
* * * 

Baltimore Electric Supply 
Issues New No. 7 Catalog 

Baltimore Electric Supply Co., 
307-309 North Calvert street, Balti- 
more, Md., has just issued its new 
No. 7 general catalog, containing 
1100 pages, which constitutes the 
most complete and up-to-date refer- 
ence book of standard high-grade elec- 
trical supplies this company has ever 
put out, it is announced. The catalog 
contains the most recent list prices on 
all electrical materials and includes 
a number of valuable reference tables 
as well as much wiring data. A fea- 
ture incorporated into the wiring 
data is the underwriters’ rules on in- 
side wiring. The catalogs are being 
distributed to the trade and all those 
interested and desiring a copy may 
obtain one. 

* * * 

James W. Poole, Inc., 
Changes Its Name 

James W. Poole, Inc., 201 Congress 








Here is a scene at the Maryland hotel in Milwaukee on the night of March 29, 
just before the Shelby lamp agents of the Greusel-Quarfot Electric Co., same city, 
made an attack in full force on a healthy banquet. Stanley G. Haskins, manager 
of the specialty department and standing fourth from the left behind the table, says 
their appetites were nearly as keen for the “grub” as their ears were for what Howard 


Viot had to say. 








Ask for Joseph Hirschfield (during his 
brother’s absence) if you would see some 
one who’s who at the N. Hirschfield Elec 
tric Supply Co. on ye Bowery in little ol: 
N’Yo’k. Joe’s company has some twent) 
people on the pay roil and these, with five 
floors and two trucks, are always bus) 
“It'll be a rainy day,” says Joe, “when 
any customer will leave this place of 
business without wearing the point off 
his pencil on one of our order pads.” 





street, Boston, Mass., has changed its 
name to the Sager Electrical Supply 
Co. The company, which is an elec 
trical jobbing house of long standing 
in Boston, will continue to operate 
along the same lines as before, main- 
taining large stocks of supplies and 
appliances. Joseph E. Sager is pres- 
ident and treasurer, George O. Lloyd. 
sales manager, and W. M. Fyffe, pur- 
chasing agent. 
* * * 

McKenney & Waterbury Co. 
Enters Jobbing Business 

The McKenny & Waterbury Co., 
Inc., Boston, Mass., formerly fixture 
jobbers, has been acquired by Murvyn 
W. Vye and Alfred J. Paine. Under 
the new regimé the company’s activ- 
ities will be broadened to include a 
general line of supplies for which the 
company will act as distributors and 
jobber. Arrangements are being made 
to represent some of the well-known 
manufacturers of electrical household 
and industrial equipment, among whom 
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The Departments shown in this fourth article of the series are only stepping stones in manufacture. They 
indicate the high development of workmanship insisted upon in “‘Arrow’’ wiring devices. 
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are the National Metal Moulding Co., 
Hart & Hegeman, Square D Co. and 
others. Various changes have been 
made in the offices of the company to 
render the executive and sales staff 
more accessible to visitors and cus- 
tomers, and a wiring device stock de- 
partment has been established on the 
first floor. 
* * & 

Elected President of 
Light Association 

Oscar H. Perkins, sales manager of 
the Stuart-Howland Company, Bos- 
ton, Mass., has been elected president 
of the Municipal Electric Light Asso- 
ciation of Massachusetts. 

* * * 

Northwestern Electric 
Changes Location May 1 

Northwestern Electrical Equipment 
Co., now at 35 Vestry street, New 
York City, has leased the five-story- 
and-basement building at 879-3838 
Washington street where it will be lo- 

















If I. D. Schimmel of the Schimmel Elec- 
tric Supply Co., 818 Market street, Phila- 
delphia, Pa., looks proud it is because 
his concern has just purchased a large 
building which, when remodeled, will be 
one of the most up-to-date structures of 
its kind in the country. Mr. Schimmel 
says that he has no fear of what the fu- 
ture holds forth, and believes that a wave 
of prosperity is headed our way. This, 
he believes, is the time to prepare for it, 
and in the new home with greatly in- 
creased facilities, his company will be well 
prepared to care for the business which 
it is expected their enlarged sales force 
will obtain. 


cated after May 1. The old location 
is only 25 ft.x90 ft., six floors and base- 
ment while the new building will be 60 
ft.x60 ft. and will provide better ship- 
ping facilities. Robert B. Rae, general 
manager of the company, says that 
under the new order of things the 
Northwestern Electrical Equipment 
Co. will be able to provide far better 
service in supplying the needs of its 
customers. 
* * * 

Otto Reiman 
Re-Organizes 

Otto Reiman, electrical jobbers, 
224-228 East Third street, Los An- 
geles, Calif., has been incorporated 
and re-organized under the name of 
the Reiman Wholesale Electric Com- 
pany and will continue in the busi- 
ness along broader lines at the same 
address. Otto Reiman is president 
of the company; Leon E. Clark, vice- 
president; F. C. Pentz, secretary and 
J. G. Marks, treasurer. The parent 
house of this company is Otto Reiman, 
155 West Lake street, Chicago, IIL, 
and is under the active management 
of Milton Reiman. The Chicago house 
will continue to function under the 


name “Otto Reiman.” 
* & 


Terry Co. Publishes 
Unique House Organ 

The J. B. Terry Co., Cedar Rapids, 
Ia., has taken a forward step in 
promulgating “Terry Service” and the 
products of the manufacturers it rep- 
resents by issuing a loose leaf house 
organ of a unique, novel, instructive 
and interesting nature. Each of these 
manufacturers has received a letter 
from the Terry company outlining the 
plan and purpose of the new brochure 
and inviting them to furnish adver- 
tisements, done preferably in colors, 
printed on the regular 644-in. x 914- 
in. enameled stock, used in the organ, 
and in number corresponding to the 
size of the publisher’s mailing list. In 
this way these manufacturers can 
reach the dealers, served by the 
Terry company, directly. Of course, 
this enables them, too, to propagate 
their line of stock items as carried by 
the J. B. Terry Co. Then the Terry 
company will make up three or four 
sheets of its own each month, these 
sheets to carry information along the 
line of order blanks, trade acceptance 
explanation, news notes, value of win- 
dow display, furthering the conveni- 
ence outlet program, pushing voltage 
and attachment plug standardization, 





selling campaigns, store layouts and 
views of some of the Terry company’s 
dealers’ stores, boosting the Society 
for Electrical Development, a profit- 
able farm line contract and methods 
of building, additions to the safety 
code, new devices and much other kin- 
dred information. All these sheets 
will be inclosed loosely in a folder, 
the illustration on the cover of which 
will follow the current advertising of 
the Edison Lamp Works. This loose 
leaf house organ will be mailed month- 
ly to a selected and up-to-date list of 
dealers, central stations, telephone 
companies and industrial plants. It is 
an excellent plan for the jobber—and 
manufacturer as well—and_ should 
work out very advantageously to the 
receiver as well as the sender. 


* %*+ * 


Jobbers to Meet In 
Hot Springs, Va. 

The thirteenth annual meeting of 
the Electrical Supply-Jobbers Associ- 
ation will be held on May 25 to 27 at 
The Homestead, Hot Springs, Va. 

















B. S. Smith, city salesman for the Dou- 
bleday-Hill Co., Washington, D. C., is a 
firm believer in advertising—and_ es- 
pecially jobber advertising. He believes 
that the manufacturer’s advertising is all 
done for naught unless the jobber en- 
forces it by territorial and local advertis- 
ing. “Without the advertising of our re- 
spective houses to back us jobber’s sales- 
men up, when we call on the dealers, our 
job is made doubly hard,” asserts Mr. 
Smith. 
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Electrical Convenience will be an important feature of the 
thousands of homes to be built this year 





At 


“and we must have 
switches like this.” 


G-E National Advertising is helping 
the dealer sell the electrical idea 






G-E advertising of wiring devices—particu- 
larly the Tumbler Switch—is appearing in 
magazines of large circulation among home 
owners and home builders. 


This advertising is directing to the contractor- 

dealer’s store thousands of those whose interest 

in electrical equipment of the home has been 
aroused to the buying point. 

Complete wiring and G-E Reliable Wiring 
Devices are being made increasingly easy to 

sell. Their use in the model electrical homes 

now being built from coast to coast will give an 

added stimulus to their growing popularity. 41-167. 
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Shorty Sells the Skirts 


He Stages an Impromptu Range Demonstration 


EAR TED: 
There is a old saying in the 
bible Ted, 


or somewheres, 

about not hiding your light under a 
bushel basket, but to let folks see right 
off the bat how many cp’s you've got 
in your bean, which is only another 
way of saying how smart are you. 
I’m with him like a Under Writer’s 
label, only in this case my light isn’t 
no candle, but one of them nitrogen 
filled 1000-watt sunbursts. And take 
it from me, Ted, they know it when 
I shine. 

Of course a lot of these old birds 
around Elkins & Lowe’s get as cross- 
grained as Revenue Officers when they 
see me jump ahead of them like I do, 
but I tell them if you got the goods 
you put them in the showcase and not 
hide them in the drawer, and that’s 
the way I go at it. Some of the boys 
kid me a lot about the towns I got to 
make, but I know mighty well they'd 
be glad to get some of those towns 
theirselves. 


When they see the order I got at 


. Tanktown last Fri., they’ll open up 


their eyes till they stick out like the 
globes on a white way syst. Of course 
if they knowed all the ins and outs 
how it came about they’d probably 
have a lot to say how it was bull luck 
and all that kind of bunk, but of course 
me and you knows better, eh, Ted? 

Tanktown is one of them Burgs 
where the locomotives whistle a cou- 
ple of miles up the track, and then cut 
down their speed to something like 
60 so they can throw out the mail sack 
without knocking the depot over and 
leaving the station agt. setting in the 
middle of the prairie. I had to take 
one of them steam hauled street cars 
that they call accommodation trains, if 
you know what that means. 

It seems that some reckless guy 
who must have had a lot of money left 
to him had picked Tanktown as a prize 
spot, and had put in a big flour mill 
there figuring on supplying the world 
or something, and then found he had 


~ some juice left to peddle out to the 


villagers who had got so advanced 
they didn’t believe in kerosene lamps 


By JIM HOMER 


any more. From all reports the town 
seemed to be one of them places that 
had went to sleep while all the rest 
of the world was wide awake building 
airplanes and etc. The only electric 
range in the place was the one the 
banker’s wife had bought mostly to 
give the rest of the women something 
to talk about when she didn’t show up 
at Ladies’ Aid. 


I got all my dope from a woman on 
the train, and you bet that is right 
where I shine. This dame had two 
kids, so I got to know her right well. 
It ain’t done me no harm having to 
walk two or three times around the 
world and wore out three or four bed- 
room carpets doing the midnight mara- 
thon with little Len. My practice 
came in mighty handy. 

After I had made up all the faces 
I knew for the kids and had toted a 
barrel or two of water a glass at a 
time, and had bought the train kid out 
of chewing gum, I found this skirt 
was the wife of the supe of this com- 
bination flour mill and power plant. 
Believe me or not—I had things com- 
ing my way so swift that I next thing 
to needed a blond steno to keep me 
posted up to date. 

It didn’t take me and the lady long 
to agree about a lot of things, and 
when she found out how wise I was 
on advertising and selling, she told 
me about the mill, and a stunt her 
hubby was thinking of pulling off. 
One of the things was to have a sort 
of open house at the mill to introduce 
this new flour to all the farmers around 
that part of the world. Of course a 
thing like that starts an active brain 
like mine to working, and I was fig- 
uring around this way and that to see 
if I couldn’t hatch a real idea out of 
it that would write some orders in 
my book. 

As usual my old brain come across 
with an Al idea. Right away I asked 
her why didn’t she get a couple of 
electric ranges and set them up in the 
mill office and serve some biscuits hot 
right off the watts, so to speak. Be- 
lieve me, Ted, that took a hold of her 


like Uncle Sam to your income tax. 
We talked it up and down and this 
way and that and all around, until 
finally the old rattler wheezed up to 
the platform. And I was right there 
with one of the kids in my arms when 
hubby breezes up, so that it was less 
than no time at all before me and him 
was duly dated up for a cozy little 
session at the mill next morning. 
Take it from me, kid, I had my 
sales points polished up like a new 
switch-board. And it was a pretty 
smooth idea, even for me. As usual 
when my brain gets going good it’s 
hard to get the brakes working, and 
this was one of them times. I was so 
dead sure I was going to put it over 
that I wired the boss the night before 
to ship 2 ranges to the Tankville Mill 
& Electric Light & Ice Co., care of 
Sam Gitmore, Supt. It didn’t seem 
to me that I took no more chance than 
betting on Brooklyn, but you can't 
never tell, and the best team in the 
league don’t always win. Anyway | 
figured that if the deal should get a 
open circuit anywheres I could slip 
over to the Union Depot and dash off 
a S OS that would cancel the order. 
Ted, you haven’t probably never 
been in a flivver before, after or during 
an argument with an express train 
that was in a fierce hurry and couldn't 
wait for a crossing. You probably 
haven't or you wouldn’t be kicking 
around now, but that’s just how I felt 
when I faded out of Gitmore’s office. 
It was like when you have an argu- 
ment with the wife. You know all the 
time that you’re right, but after you've 
scrapped back and forth for a while 
you have to pretend she’s right so 
she won't get sore and throw you out. 
I knew I could sell two or three ranges 
among the elite without hardly throw- 
ing on the current, so to speak, but the 
old man wouldn’t hear of it. He 
turned me down so that there wasn’t 
no mistake, he didn’t want to buy no 
ranges. It was up to me to hot-foot 
it over to the telegraph office and show 
the folks at home what a happy little 
canceler I was. I was busy canceling 


(Continued on page 70) 
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ELECTRIC IRONS AND APPLIANCES 
AGREE. SAD SokS)G 
ASBESTOS AND DOVER SAD IRONS 
ELECTRIC SOLDERING IRONS 


DOVER,OHIO 


Mr. James S. Lively, 
% Jobbers of Electrical Goods, 
St. Louis, Us Se A. 


Dear Sir:— When Salesmen Again Must Seli. 


Over my desk hangs a colored illustration entitled 'When Salesmen Again 
Must Sell'. This pictures a buyer, seated, apparently disinterested. 
Around him five salesmen much smaller in size stand in very respectful 
attitudes, with a beseeching appealon their upturned faces. 


All of which means that we have arrived at a time when the traveling man 
must again do real selling. Toaccomplish this you must have real goods 
to sell — Your house must not only back you up with complete informa- 
tion, pertinent selling helps and effective mail campaigns, but they must 
furnish you with merchandise of unquestioned merit. 





With our products they are doing this — and more. Dover Electric Irons 
— A-BEST-—O, DOVER, DOMANCO — are ironsofmerit. In the first you have 
something distinctive. Not only does it embody the VEA Heating Ele- 
ment, a feature of all our irons, but it has an automatic heat control 
which, according to the Fire Underwriters' Laboratories, practically 
eliminates the fire hazard. Isn't that fact alone fraught with selling 
possibilities which only you, as a salesman, can measure? 


In the DOVER, manufactured under a Marsh Patent License, and the 
DOMANCO, a non-licensed electric iron, you have irons equal in every way 
to others in their class and unique in a number of ways. Both contain 
the VEA Heating Element, the electric heating element ‘with a reason.' 
This meritorious merchandise is backed up with selling kelps just as 
unique and as forceful as the merchandise itself. 


Last week a jobber's salesman showed me his personal records covering 
the sale of 275 of our electric irons at the standard price last year — 
nearly $1600 on electric irons alone. How did he do it? Enthusiasm 
plus absolute knowledge that he was selling his customers the right kind 
of goods put it over. He says he will sell 449 of our irons this year. 
You see his confidence in our line is increasing as well as that of 

his trade. 


You like to sell customers a line of electric irons that will prove more 
and more satisfactory as time goes by. The Dover line fills this bill. 
To know it is to become enthusiastic about it and your enthusiasm plus 
the backing we give you will bring you and your house electric iron 
business worth while. 


I want you to know our merchandise thoroughly. Write me personally 


about it. 
Very truly yours, 


7S DOVER ACTURING CO. 
O4 | rw ee 


EEB/MZ Manager Sales & Service 
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We Make 


A Pattern for Every 
Purse--From the best, 
to the iron made to 
meet a price. Home, 
laundry, tailoring 
shop. An iron for 
every possible cus- 
tomer. 





iron itself. 


EVERYTHING IN IRONS 


No. 6 DOVER ELECTRIC IRON (Licensed) 


The beautiful blue-steel finish of the Dover ironing sur- 
face always remains smooth. 
scale off. There is no foreign metal coating—simply the 
Equal distribution of heat assured by fa- 
mous VEA Heating Element. 


THE DOVER MANUFACTURING CO. 


There’s a Dover for Every Ironing Need 
The Three Big Sellers Illustrated Below 


Other Patterns 


32-Volt (farm light- 
ing), Tourist (31%- 
pound), and Pressing 
(9- and I12-pound), 
Irons; Tailor Gooses, 
15-, 18-, 21- and 24- 
pound. Regular Vol- 
tages—105-115, 120- 
130, 210-230, 230-250. 








No. 6% A-BEST-O ELECTRIC IRON WITH. AUTOMATIC HEAT 
CONTROL 


The iron found in the dealer's own home—the salesman’s own home. 
Why? Confidence plus the wonderful thermostatic control—which 
has been successfully applied only to the A-Best-O. 





The heating current is automatically admitted and shut off. The 
iron is never too hot or too cold. The black thumbscrew does the 
trick—turning to the right gives more heat—to the left less. 





Three-deck stand and truss rods enable 
the Dover Iron to be converted into small 
electric stove. This is regular equipment 
with the Dover pattern. 










No. 4 DOMANCO ELECTRIC IRON (Non-Licensed) 


The life of all D ver irons lies in the famous VEA Heating 
Element. This element does not burn out because it is 
built on the right principle. The resistance wire is em- 
bedded and hermetically sealed in a special refractory 
composition in the base of the iron. 


It cannot blister, chip or 







Write for information on other patterns. 





Dover, Ohio 
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A Poor Alibi Is— 


“Local Conditions Are Bad” 


Business Is to Be Had If It’s Gone After 


HIS is the time when every eye 
is turned to the sales depart- 
ment, and the salesmen. 

Thank your good fortune that you 
have an opportunity to work 
make your work reflect that apprecia- 
tion. 

If you ever worked hard, early, and 


and 





late, work now! 

The phrase is getting hackneyed, 
but you can’t think it too often: “1921 
WILL REWARD FIGHTERS.” 

You've got to be steeled against the 
alibis of poor business. 

You've got to be able to go into a 
public service station and when the 
chief merchandise manager tells you 
business is so dead in their city that 
they are doing something never done 
in their history before, i. e. carrying 
thousands of customers with unpaid 
gas or electricity bills, and if he says 
under such conditions any hope is 
slight of doing much business on $5! 
electric cleaners, you've got to prove 
to him that it can be done. 

There are plenty of instances of 
sustained and better business to prove 
it. 

In Philadelphia, electric appliance 
sales since December have been better 
than their best same period; in Boston, 
domestic sales are running double their 
best same period. It is simply their 
will to do business that puts the elec- 
tric cleaner sales of such people up 
into the two to $400,000 yearly class. 

It makes no diiference in what sec- 
tion of the country, or what the local 
conditions are—you've got to be sold 
on the certainty that reasonably easy 
much-increased business is there if 
you only go after it. 

Mid-West and South feel depressed 
because for a span of a few months, 
selling prices on products fail to 
match abnormally high costs of the 
previous season, and some salesmen, 
dropping into cities in centers most 
vitally interested, hear this offered as 
the valid alibi. 

And yet, any five-minute ride takes 





By G. Q. PORTER 


you to thousands of the comfortably 
well-off, middle class, to and from 
whose homes dodge six or eight mil- 
lion automobiles; and in the store- 
houses of whose proverbial rainy-day 
sox are stored enough reserves to 
weather years of such depression. 
The average retired farmer has in 
the past few vears accumulated 
enough Liberty bonds, bank stock, 
land loans, and preferred industrials 
to still talk loudly and complainingly 
about the income tax—whether prices 
on corn and cotton are temporarily up 
or down. In industrial centers the 


story is little different. 











hormone 





Al Dusseau of the Commercial Electrical 
Supply Co., Detroit, Mich., is trying to 
sell Glenn Smiley, sales manager of the 
same company, a good Studebaker car, 
but Glenn happens to know it is the boss’ 
car, so he isn’t very much inclined to 
accept Al’s proposition. Besides being a 
good politician (note the angle of the 
cigar), Al is one of the best little sales- 
men you ever met. He could sell a 
carload of fans to an Eskimo in the 
middle of December, and if you don't 
believe it, just follow him around some 
day. 


New 


manufacturing 


England or 


Pennsylvania 
stocks (as well as 
Liberty Bonds) are spread _ thickly 
among thrifty hundreds of thousands 
of subscribers to electric light current 
-the middle and upper crust who are 
least affected by changes. 
thrift 
them is working for the sale of labor- 


Prudence or even among 
saving appliances in the not infre- 


quent dropping of housemaids—an 
occasion which means the certain sale 
of a vacuum cleaner—if its service is 
understood. 

LaPorte, 


tion), 


Ind.—( 15,000 
business 


popula- 
deader than a 
door nail, recently surprised an un- 


with 


suspecting plumber, who pioneered in 
asking the public to say “yes” or 


‘ 


‘no’ to several questions, among 


which was one as to whether or not 
electric 


he might demonstrate an 


cleaner in the home—and in that city, 
where business was typically dead 
he got 144 And 


are dozens of similar instances. 


invitations ! there 


Business —big business— is to be 
had—in any city with wired homes, 
if it is gone after. 

Don’t let anyone pull that alibi of 
poor business! 

It doesn’t work on electric vacuum 
cleaners—because at least six out of 
every ten wired homes—most of which 
can't afford to be without one—vyet 
have no cleaners. 

When plans are set in motion for 
showing the home owners why and 
how this is true, i. e. 
into the woman’s own 
home, and giving it a chance to sell 
itself, there will be no reason to com- 
plain about dull business, or to let 
anyone get away with that lame alibi. 


by getting the 
cleaner out 


Canadians to Meet 
The Canadian Electric Association 
will hold its annual meeting in Que- 
bee City on June 15 to 17. 
Vinet, 
Que., is secretary. 


Eugene 


Power building, Montreal, 
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Advertising Hints for Salesmen 


Suggestions That Should Be Passed On to the Trade to Help 
Build Business for Your Dealers and Yourself 


By KENNEDY LEGLER 


Sales Promotion Manager, Wm. Hall Electric Co. 


glorious days when the salesman 

could tell the buyer he would see 
what he could do for him, into a mar- 
ket where the buyer reigns supremely, 
many salesmen are being forced to 
swallow a very bitter pill. 

This pill, on analysis, reveals the 
fact that the salesman, who is landing 
the orders and getting the business, is 
the salesman who is giving something 
to the buyer in return, something in 
the way of constructive merchandising 
advice—something that will either as- 
sist the buyer to eliminate labor or ex- 
pense, or something that will help him 
to increase his gross receipts and 
profits. 


S INCE we have passed from the 


In these turbulent days, it is the 
salesman who offers real help to the 
dealer; the salesman who can give 
something constructive, who gets the 
order. So, if you can give helpful sug- 
gestions to your trade, their apprecia- 
tion will reflect itself in your total vol- 
ume of sales. 

There is probably no department in 
the electrical dealers’ business, in 
which he is so deficient as in the field 
of advertising. And in these days of 
efficient merchandising, advertising is 
playing and will continue to play an 
ever more-important part. Hence, if 
you can offer the dealer some real 
helpful advertising advice, you are of- 
fering him something not only that he 
needs but something upon which many 
conspicuous merchandising successes 
have been built. 
trical dealer realizes and appreciates 
the value of good advertising, he is 
pretty surely on his way to success. 
And if you can help him to attain suc- 
cess, you are almost certain to get the 
lion’s share of his business. There- 
fore, a few advertising suggestions 
that you can pass on to your trade 
should not prove amiss. 

The appearance of the dealer’s show 
windows is a matter of utmost impor- 
tance. Many electrical dealers do not 
realize the full value of their windows. 
To the ordinary passer-by, the show 


For, once the clec- 


window mirrors the atmosphere and 
character of the store and its owner. 
If the windows are carelessly trimmed, 
if they present an unkempt, dirty, 
overcrowded appearance, the impres- 
sion made upon the observer is very 
People seeing such a win- 
dow immediately prejudiced 
against the store. 

On the other hand, a neat, clean, 
singularly spick and span window trim 
is of inestimable value. It commands 
attention, draws customers into the 
store and puts dollars into the dealer’s 
cash register. 


harmful. 
are 


Simple window trims are always the 
best. Dealers should beware of crowd- 
ing their windows. Far better to dis- 
play too little in the window than too 


much. No window should ever be used 





Talk about a snappy looking bunch of 
salesmen! Well, the Iron City Electric 
Co. of Pittsburgh claims quite a crowd of 
them. At the top are William Apple, 
store salesman, and J. E. Bechtold, price 
clerk; in the middle are M. L. O’Donnell, 
country salesman; H. G. Waldman, in 
charge of warehouse, and P. E. Robertson, 
quotations; while on the lower roost are 
KE. H. Weigle, city salesman, and J. J. 
Grant, appliance salesman. Give ’em half 
a chance, they say, and they'll make 1921 
look like two 1920's. 


to display more than one appliance at 
atime, This does not mean that there 
should be but one article in the win- 
dow. It means that there should be 
but one line of articles displayed, such 
as, electric irons, or coffee percolators, 
or portable heaters, or grills, etc. 

in order to get the attention of the 
public to the many items carried in 
stock, the window trim may be 
changed frequently. But as one of the 
cardinal principles of advertising dis- 
play is concentration, dealers should 
never attempt to display in their win- 
dow at one time all the items which 
they carry in stock. Remember that 
the window that commands attention 
and invites interest is the window 
wherein the display is concentrated on 
one article. 

Many times the salesman can give 
considerable assistance to the dealer 
in the matter of window trims. Often 
it is even possible for the salesman to 
put in a special window for the dealer. 
But, if this cannot be done, the dealer 
will appreciate helpful suggestions. 
By bringing to the attention of the 
dealer the value of good window dis- 
plays, you are helping him to increase 
his business and thereby indirectly se- 
curing business for your house. 


Value of Circulars 

Every electrical dealer will find it to 
his advantage to accept and use all the 
circulars and folders which the manu- 
facturers will supply to him gratis. 
All folders so received should carry 
the imprint of the dealer’s name and 
address. If it is impractical to have 
this printed on the folder, it may be 
stamped on with an ordinary rubber 
stamp. These circulars should be 
given as wide a distribution as is pos- 
sible, for their value is two-fold. 

1. It brings before the attention of 
prospective buyers the particular item 
which jt displays and explains. 

2. It links the dealer’s name with 
the national advertising of the appli- 
ance. This linking of the dealer's 
name with the national advertising of 
the manufacturer helps to create 
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The Factory 
Where Serviceable Material 
is Appreciated 


GREAT many industrial plants are having an opportunity 

now, to revise their electrical wiring, which has not been 
possible for several years. That the jobber’s salesman is taking 
advantage of this situation, there can be no doubt. 


“Paiste” Wiring Materials, particularly Taplets, Receptacles, 
Sockets and Attachment Plugs, enable you to offer a complete 
line of well known quality. 


The FSC three gang Taplet provides convenient, sturdy outlets, 
with switch control and pilot light. This combination is popular 
in the laundry, factory, garage and for other industrial needs. 
The fitting can be ordered complete because in addition to the 
‘‘Paiste’’ Devices, you can sell at the same time, the Old Reliable 


“H & H” Switch line. 


THE HART Go HEGEMANM Fao. 
Hartford, Conn, 


— ——_— 
[i PAISTE Wi 


Wiring Materials 
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standing for the dealer in his commu- 
nity—a most desirable object to be 
attained. 

So you see by distributing the manu- 
facturer’s advertising, the dealer re- 
ceives a double benefit—that of imme- 
diate sales on the appliance advertised 
and the creation of prestige and stand- 
ing by tying his name with that of the 
manufacturer who advertises exten- 
sively. 

From time to time, it is wise for the 
electrical dealer to get out circular let- 
ters to a selected list of prospects. 
These letters should call attention to 
special articles which are particularly 
seasonable, such as, portable heaters, 
table stoves, fans, etc. A timely sug- 
gestion like one of these directed to 
the prospect by letter has made many 
sales. Furthermore, in addition to the 
direct return which the dealer will se- 
cure from such letters, they also assist 
in creating confidence on the part of 
the buying public. There is no doubt 
as to the cumulative value of advertis- 
ing, and the dealer, who realizes this, 
is building his business on a solid 
foundation. 

Another thing. No statement or in- 
voice should be mailed from the deal- 
ers without an advertising enclosure of 
some kind. A circular describing some 
electrical supply or appliance that the 
dealer handles should accompany 
every statement, invoice, or letter that 
is mailed from the dealer’s store. The 
dealer has a wonderful opportunity in 
the field of direct advertising, for by 
direct-by-mail advertising he can con- 
centrate on specific prospects whose 
business is very desirable. By bring- 
ing the possibilities of this advertising 
to the attention of the dealer, the sales- 
man is rendering him a help that will 
be greatly appreciated. 

Newspaper Advertising 

The newspaper advertising of elec- 
trical dealers, considered in the aggre- 
gate, is of a very low quality. 

There are two things which every 
salesman should try to impress on his 
trade with regard to newspaper adver- 
tising. 

1. The use of small space consis- 
tently, say twice a week, is much more 
effective than the “splurge” once a 
month. 

2. Every advertisement should con- 
centrate on one particular item. Most 
electrical dealers try to tell too much 
in one advertisement. The crowded 
advertisement is hard to read, repels 
attention, and has little value, while 


the judicious use of white space com- 
mands attention and invites reading. 

The dealer who bears these two 
facts in mind and then solicits the aid 
of the newspapermen is the dealer 
whose advertising will be resultful. 
Salesmen should warn dealers against 
trying to list in one advertisement all 
the items carried in stock. It seems 
that the same principle which prompts 
the dealer to crowd his windows also 
urges him to fill his advertisements to 
the utmost capacity. In this respect, 
it is well to bear in mind that good ad- 
vertising says ten words and makes the 
reader think one thousand. 

One more thing! Every dealer 
should have a nameplate. By a name- 
plate, I mean, that his name or firm 
name should always be printed in the 
same style in all advertisements that 
he runs, whether they be large or 
small. 

This nameplate or signature-cut, as 
it is sometimes called, is really the 
dealer’s trademark and he should con- 
sider it as such. 

If possible, all newspaper advertise- 
ments should be of a certain definite 
style. This style, after being adopted, 
should be religiously followed so that 
a glance at the advertisement imme- 
diately reveals the fact that it is the 
advertisement of this particular elec- 
trical store. This result may be ac- 
complished by using a particular style 
of type or unique border in all adver- 
tisements. The value of individualistic 
advertising cannot be over-estimated, 
for it is distinctive advertising which 
and the advertisement 
which creates a strong, forceful im- 
pression is the advertisement which 
builds sales. 

These trite suggestions could well 
be used by ninety per cent of the elec- 
trical dealers. 


impresses, 


In many instances, it is 
just such comparatively simple ideas 


as these that mark the line of demarca- 


tion between failure and success. 

So as a jobbers’ salesman, it is up 
to you to carry all the fecund ideas 
that you can to your trade. For the 
salesman who helps the dealer to suc- 
ceed is the salesman who lands the or- 
ders and secures the business. 


* * % 


Northerners to Meet 


The North Central Electric Associ- 
ation will hold its annual convention 
in Duluth, Minn., on June 14 to 16. 
H. E. Young, 15 South Fifth street, 
Minneapolis, Minn., is secretary. 


Are Premiums in Order? 


Here is a request from a manufac- 
turer for information that our readers 
can supply. The question is a perti- 
nent one that is undoubtedly of inter- 
est to a number of other manufac- 
turers. The following is from J. 8S. 
Cummings, president of Ajax Electric 
Specialty Co., St. Louis, Mo. What 
are your ideas? 


E spent considerable money on 

general publicity advertising 
our plural socket plugs in Saturday 
Evening Post, Good Housekeeping, 
and other national mediums. 


This advertising was put through in 
the year 1919 and we did create a 
great demand for the Ajax plural 
socket plug. Manufacturing problems, 
however, prevented our getting the 
full benefit of this demand, and giv- 
ing the service that we desired. We 
have been working constantly for the 
last year to get out the plural socket 
plug in practically the same design, 
giving the same desirable features to 
it, and still allowing us to make it in a 
practical way. 


We have accomplished the result; 
are now in full production and are 
shipping all orders promptly. 


We want to get our distribution 
widely circulated without delay. We 
have written the sales manager of 
every electrical jobbing house in the 
United States, authorizing them to 
offer their salemen a premium on all 
orders they take during the month of 
April. We have received replies from 
many of these sales managers compli- 
menting us and thanking us for this 
A few have written us, 
advising that they would not allow 
their salesmen to receive any compen- 
sation from a manufacturer. 


proposition. 


We know that we allow the jobber 
a liberal proposition that pays them to 
push our goods, and we would like to 
have expressions from the readers of 
THe Joprer’s SaAvesMan _ telling 
their opinion as to whether our propo- 
sition of offering a premium payable 
to the salesmen individually is a 
proper one. 

We will be glad to have all of the 
boys and the sales managers write us 
direct, and we can assure those sales 
managers who are not in accord with 
our proposition that we shall make no 
overtures to their men_ excepting 
through them, and when authorized to 
do so. 
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Approved Wiring Devices 
for Every Electrical Need 





An Indicating Switch 
for Loom Motors 
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Perkins Triple-Pole Switch No. 2597 Installed - Factory of 
Lynn Silk Co., Central Falls, R 


TT SWITCH is particularly designed for use in controlling 3-phase alternating 

current motors up to and including 2 h. p. The cast iron cover, which forms a 
part of the switch, is designed to be attached to conduit fittings which are made by 
the Crouse-Hinds Co., the Appleton Electric Co., the Columbia Metal Box Co., and 
the V. V. Fittings Co. The handle points to the words “On” and “‘Off”’ which are 
cast in the cover, thus making it an indicating switch. The switch is absolutely 
dust-tight, therefore is particularly suitable for use in such installations as textile 
mills and shops where dust is encountered. Approved rating, | h. p. 440-500 volts. 


Let us send complete details 


THE BRYANT ELECTRIC COMPANY 


BRIDGEPORT, CONN. 


NEW YORK CHICAGO SAN FRANCISCO 





2985 
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Wedge Your Way In 


By J. C. KAELBER 


Mr. Kaelber has just returned from an extensive trip through the Southern 


states, during which he visited a large number of jobbing houses. 


In re- 


sponse to a request of the editor for a statement of business conditions as 
he found them Mr. Kaelber has prepared the following article. 


RANTED that conditions in 
G the South are less encouraging 

than in other sections of the 
country, it would be reasonable to as- 
sume that there is an abnormal dis- 
play of intensive salesmanship, knowl- 
edge of goods and profits, increased 
study of merchandising methods and 
100 per cent activity on the part of the 
electrical dealer and jobber’s sales- 
man. Instead, however, it seems the 
very opposite condition exists and the 
lack of intensive selling, study of 
methods of merchandising and more 
important, knowledge of goods and 
profits, is amazing. 

The factory representative entering 
Southern jobbing houses is imme- 
diately told of the complete dropping 
off of business and lack of orders; yet 
that same representative goes out in- 
to the jobber’s own town and sells 75 
per cent of the dealers enough goods 
to insure a stock order from the job- 
How does he do this? 


First by showing the dealer how he 


ber. 


can make an added profit with some 
$1.50 specialty which he never knew 
of and which is a rapid seller at a 
good profit. Of course the salesman 
must take a few minutes to tell the 
dealer of the sales possibilities and 
the little trick of selling the specialty. 

Next, the factory man sells the ad- 
vertising idea which costs the dealer 
nothing. He tells the dealer what his 
company is giving away, comprising 
displays, show cards, etc.—writes him 
up for a quantity and by doing this 
first, in a number of instances a 
sample order follows. 

The jobber’s salesman, who follows 
this method of selling today, accom- 
plishes three things. . 

First, he rarely fails to gain the at- 
tention of any dealer. 

Secondly, he has made a friend of 
the dealer for all times by showing 
him how he can make a little added 
profit. The dealer feels that this man 
has taken a personal interest in his 
future welfare and when business is 
again in full swing this jobber’s sales- 
man gets the orders. 





Third, he gets a small specialty or- 
der and has the dealer’s attention so 
that he can easily lead into his other 
lines. 

Does the jobber’s salesman expect 
to get an order today if he merely asks 
the dealer “How is business?” and 
“Do you need anything?” The answer 
comes, “Rotten—nothing needed”. Old 
man Pessimist walked into the deal- 
er’s store with the salesman and made 
known his presence with the first 
query. 

Does the dealer expect to make more 
sales than he loses if he knows nothing 
more about a line than the name? The 
manufacturer has carefully studied the 
consumer's needs and consequently 
knows there is a field for every type 
of a line he puts out. If the dealer 
knows only one type of a line com- 
prising five types, he loses all the 
possible sales on the other four types. 

The manufacturer has also spent 
many thousands of dollars for display 
matter and advertising helps to in- 
crease the sales of his products 
through the dealer. Does the dealer 
know what manufacturers of the lines 
he handles are giving away to help him 
sell? 

My advice to any jobber’s sales- 
man is to forget that he has a great 
Using that 
argument as an excuse for not push- 





many lines in his catalog. 


ing any one line means that in time 
he will sell nothing, but will merely 
be an order taker for everything. 
Be a specialist on all your lines by 
studying each one individually if only 
for ten or fifteen minutes each day 
and then use your knowledge to gain 
an entry into the dealer’s store. Make 
sure you have something to talk about 
when you approach your prospect; 
preferably show him some selling trick 
on a small specialty, which will bring 
him a little added profit. Tell him 
about the different types of a line and 
their essential differences and indi- 
vidual uses, so that he will at least 
know they are on the market and be 
able to talk intelligently and not lose 
a sale through ignorance of the ex- 





istance of these types. If you start 
your talk by actually telling a dealer 
something he never knew and how he 
can make a little more money, you have 
shown him your personal interest in 
his welfare and his future business 
will turn to you. 

Next, inform yourself of the adver- 
tising helps given out by the manu- 
facturers of the lines for which your 
house is distributor. Tell the dealer 
about them. Take his order for some 
and talk advertising. With these 
wedges you will have an easier road 
leading to all your lines and you drop 
out of the order taking class. 

The electrical business is no dif- 
ferent from any other and its future 
development depends entirely upon 
better merchandising. 

The average electrical contractor- 
dealer today is not a merchant, how- 
ever, the mere fact that he welcomes 
with enthusiasm, merchandising sug- 
gestions, insures a rapid growth for 
all of us and makes the jobber’s sales- 
man’s work easy. In other words the 
dealer is receptive to this kind of in- 
formation. 

Again I emphasize the fundamental 
fact that the man who shows the deal- 
er how to sell, how he can make the 
largest profit, educates him on the 
complete line and sells the advertising 
idea, is the man who is actually sell- 
ing and doing the greatest good for 
the whole electrical industry. 

Now let us get busy and like the 
graduate merchant try to sell some- 
thing new to every consumer of elec- 
tricity. 

We must stop losing as many sales 
as we make. 

For those who do not have a clear 
conception of allthat the word 
“merchandising” takes in, I quote the 
definition which appeared in an arti- 
cle by Mr. C. P. Russell in March 3 
issue of Printer’s Ink— 

“Merchandising is the whole process 
which is required to move goods quick- 
ly, smoothly and economically all the 
way from the producer to the consum- 
er and keep purchasers satisfied.” 





Contractor-Dealers to Meet 


The National Association of Electri- 
cal Contractors and Dealers will hold 
its annual anniversary convention in 
Buffalo, N. Y., on July 20. W. H. 
Morton, 110 West 40th street, New 
York City, is secretary. 
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Quick Sales with this 
HUBBELL Tetapien 

















Have you sold your customer 
EVERYTHING he will buy? 
Electric washer, vacuum cleaner, 
toaster, iron—or is he waiting un- 
til he can afford to have his house 
re-wired with flush receptacles? 
Suppose he has 7 rooms. Every 
room is wired for lighting, isn’t 
it? SELL HIM 7 Te-Taps! Then 
every room will be wired for pow- 
er as well—because each Te-Tap 


), is a Hubbell Current Tap, having 


a side outlet with Hubbell Te- 
Slots, and these, you know, take 
any standard cap. 

Weare telling three million peo- 
ple to ask for Te-Taps. Put the 
Hubbell Te-Tap-Ten on your 
customers’ counters. Take advan- 
tage of this active market. Get 
our proposition, including circu- 
lars, imprinted with your firm 
name, for distribution to your 
customers. 
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Jobbers on Test? 


A Manufacturer’s Views on the Problems of Today 


By JAY J. KEITH 


Altorfer Bros. Company, Peoria 


S ONE writer has tersely put 
it, “Hard times aren't coming 
—it’s the easy times going.” 
Last year, when there was a shortage 
of electrical appliances, people were 
buying wherever they could find the 
goods. They even hunted up the sell- 
Dealers, who had lain dormant 
while the appliance business was de- 


ers. 


veloping all around them, suddenly 
blossomed into life. 

People came in asking them for 
The electrical 
dealer started buying appliances from 


things. contractor- 


the jobbers. The jobbers congratu- 
lated themselves that at last the con- 
tractor-dealer was awake to his oppor- 
tunities, that he had caught the selling 
idea, and would henceforth give the 
encroaching department, furniture and 
hardware stores, a run for their money 
in the appliance game. 

Then came the readjustment period. 
The public changed over night from 
reckless spending to cautious investing. 
Of course, many contractor-dealers in- 
stantly saw the need of readjusting 
their selling method, and have kept up 
On the other hand, 
contractor-dealer has found 
“it” in the hide-and-seek of 
buying and selling, where formerly the 
public had been “it.” Only he has 
failed, in many instances, to do any 
Result—today the contrac- 
tor-dealer that was satisfied to stay 
He has quit 
cold sending in orders to the jobbers 
He 
the need for getting out and hustling, 


their sales volume. 
many a 
himself 


seeking. 
“it,” is probably loaded. 


on appliances. hasn’t mastered 


routing out his prospects in their 
He is still waiting for them to 
come to him like they did last year. 
What are we going to do about it? 
Well, it’s up to the jobbers and their 


salesmen to prod this second type of 


homes. 


contractor-dealer into life, wherever 
the spark of possibilities in this direc- 
tion exists. 
be 


salesman. 


He must, so far as pos- 
sible, educated into a_ specialty 
Where he can’t be taught, 
he will have to be passed by, for he 
positively cannot get any profitable 
volume of specialty business by watch- 
ful waiting. 





Who will replace him? Rather, who 
has already to a large extent replaced 
him? Examine the chart herewith. 
Out of nearly 40,000 dealers in elec- 
trical appliances, the electrical dealer 
as a class ranks third. In many locali- 
ties, hardware, house furnishings, de- 
partment and furniture stores who 
didn’t have a qualification in the begin- 
ning in the way of electrical experi- 
ence, have literally “‘skinned”’ the elec- 
trical dealer to death. 

The makers of appliances turned in 
the beginning to the electrical con- 
tractor-dealer as their logical outlet. 
It is a well-known fact, however, that 
a great many of these makers have 
given up in despair and turned to other 
channels that had to be educated from 
the ground up. These other stores saw 
the possibilities to which the contrac- 
tor-dealer was so often blind and capi- 
talized on them. 

During the “sellers’ market,” hopes 
revived to some extent when practi- 
cally all contractor-dealers began do- 
ing a volume business. Now, however, 
far too many have gone back to their 
old standing. It is unfortunate, but 
nevertheless true, that too few have 
caught the idea of how to continue. 

For people have stopped seeking out 
the seller of appliances as they did. 
But these same people continue to 
enter the department, hardware, house 


And 


while in there to purchase other com- 


furnishings and furniture stores. 


modities, they are approached on the 
appliances, and buy there. With fewer 
people buying, and an increased num- 
ber of them buying in the above men- 
tioned places, naturally the pickings 
for the contractor-dealer, 
is that rara 


are slim 


unless he avis, who is 
ringing door bells and combing his 
town for business, locating prospects 
before they are snapped up by the 
other stores. 
If the jobber’s salesman can’t shock 
contractor-dealer customer into 
activity of this nature, there is only 
one course left, as far as that town is 
concerned. It is to sell the depart- 
ment, furniture, hardware and house 


furnishings stores, who are so situated 


his 





that the people come to them. They 
have the chance to talk to people and 
find out who’s interested in appliances. 

And if the electrical jobber’s sales- 
man doesn’t sell these stores, they will 
be sold by the hardware jobber’s sales- 
man or the manufacturer’s salesman. 
There are plenty of the former on the 
job—356 hardware jobbers that sell 
appliances are traveling 5906 appli- 
ance-selling salesmen. A good many 
makers of appliances that sell direct 
to dealers also have their salesmen on 
the road. 

This brings up another point. Those 
manufacturers who still pin their faith 
on the electrical jobber and his sales- 
men, observing the failure of the con- 
tractor-dealers in so many cases to 
wake up and get the business, and 
noting the seeming inability of the job- 
bers to correct this situation despite 
their hold on and influence with the 
contractor-dealers, are, against their 
desires, beginning to question if the 
electrical jobber is after all the most 
efficient channel of distribution. 

These manufacturers are wondering 
if they are going to be forced to adopt 
other methods to keep their factories 
supplied with the volume they believe 
is coming to them. 

In other words, the electrical jobber 
and his selling organization are on the 
“test-block” in 1921. It would indeed 
be a pity and a serious reflection on 
the jobbers if they, the natural outlet 
for electrical appliances, should 
through inability to readjust them- 
selves to changing conditions, allow 
their rightful share of a business that 
runs into volume of money like appli- 
ances do, to slip through their fingers. 


Theoretically, the plan of merchan- 
dising electrical appliances at retail 
only through the electrical contractor- 
dealer, or the central station store, 
may be correct—it may work out well 
in the sellers’ market. In the present 
buyers’ market, it is working out 
anything but encouragingly. 

Depend on it today that only two 
classes of dealers can get the appli- 
ance business: First, the dealers, eith- 
er electrical contractor-dealers or 
other stores that go out after sales. 
Second, the dealers to whose stores 
people come frequently for other 
things. So when the contractor-dealer 
fails to. put himself in the first class, 
preservation demands that the second 
class of stores be interested. 

This is the test year for the jobbers 
and their salesmen. Already many elec- 
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between our advertising and your 

sales is one you must forge. We 

i help you in every possible way. 

| > ES Through the trade papers we point 

out Buss advantages. Through the 

mails we repeat and drive home our 

points. We overcome all the sales- 
resistance possible for you. 











Then it’s up to you to clinch the 
sale. Go to it. Avail yourself of 
our help. Read our announcements 
in this month’s trade papers. They 
tell you about Buss Renewal Links 
(see the illustrations). 
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oN 


When fuse is renewed, place on 
cartridge one of the stickers { 
packed with links, to show & 

capacity of renewed fuse. 


Tear out the cut below as a reminder 
to write for “Fuseology,” a pocket 
treatise on fuse protection. 


BUSSMANN MFG. CO., ST. LOUIS, MO 











3-to 60-ampere links are packed 20 ina 
4 carton—not 100, to lay around loose: 
and become lost or oxidized by exposure 
to the air. Particularly convenient for 
maintenance men. 


VUED IESE ELE TUT ER 


BUSS FUSES 


APPROVED IN ALL TYPES AND — iy 
CARTRIDGE | ABFLED [] 


Buss Renewal Links are approved in all sizes 
by Underwriters’ Laboratories, Inc., and are 
interchangeable with other standard 
makes of renewable fuses. 





REG_u.s. pat. OFF 
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13,452 furniture 
dealers who sell electric 
cleaners and other house- 

furnishing goods 


3410 central 
stations which 
9e1l merchandise 


6721 
electrical 
dealers 


15,416 hardware, house- 
furnishing and department 
. Stores which sell 
electrical appliances. 


Is Tus ConpITIon TO ConTINUE? 


trical jobbers view with regret their 
apathy of former years toward appli- 
ances, for some splendid lines have 
gone direct to the dealer and are lost 
forever to the jobbers. And unless the 
jobbers can organize into specialty 
selling formations which equal in ef- 
ficiency those organizations which the 
manufacturers can throw into the field, 
more lines are going to be lost to the 
jobbers. 

The jobber’s salesman is in the last 
summing up the man upon whose suc- 
cess the jobber will swim or sink. He 
must analyze each town in his terri- 
tory. He must either arouse the con- 
tractor-dealer who is his first bet, or 
failing there, must get his line placed 
in other stores where volume will re- 
sult. 

If the jobber’s salesman fails to ap- 
preciate the seriousness of the situa- 
tion, he will find his volume of sales 
and his salary or commissions even- 
tually reduced, for there is nothing 
that runs into money like appliances. 
The jobbers may always, of course, be 
able to get appliances to handle, but 
the lines will not be the leaders, the 
established advertised leading lines 
that it pays best to handle. 

It is up to jobbers and their sales- 
men to prove they can get the volume, 
and to prove it this year. And it is 
only by a judicious selection of their 
retail appliance outlets in each city or 
town in the territory that they can 
even hope to maintain their 1920 vol- 
ume, to say nothing of increasing it. 
The fittest will survive, and if elec- 
trical jobbing organizations let other 
channels beat them out, they will have 
to fall by the wayside. 





Great Lakes Electric Co., formerly 
at 113 Champlain avenue, Cleveland, 
Ohio, has moved to 322 Champlain 
avenue, same city. 


Do You “Stack Up” to These 


Requirements? 
By Frederick A. Grohsmeyer 


UCH has been written and said 

about salesmanship and_ the 
salesman, especially the qualifications 
of the latter. However, it will be 
well to go over just a few of the re- 
quirements ; namely, that the salesman 
should be one that is ambitious and 
anxious to get ahead; should have a 
pleasant disposition; should be op- 
timistic, sincere and frank. He 
should also be kind hearted and af- 
fable. These qualifications all sales- 
men should possess, regardless of 
what they may be selling, for in these 
days a man passes for what he is 
worth. Upon his features and his 
fortunes he engraves in lighted let- 
ters just what he is. 

The word “salesman” can be di- 
vided into two words—sales and man 
—and more often it is the sales that 
eclipse the man in this great word. 
Salesmanship has as its hub the word 
“man” around which _ it 
Three things are very important to 
First, his 


revolves. 


this man in salesmanship. 
selection; second, development; third, 
direction. The best salesman is one 
who has lots of the man in him—not 
the imitation. 


If success is to be won then deeds, 
not mere desires, must count for most 
in the game. In this age success is 
a matter of ACT—no matter what 
field of endeavor it may be. There 
are no charters on leadership in this 


field. 


The salesman, in order to be a suc- 
cess must be sure that he has a good 
article to sell—one that he can sell 
to himself; otherwise he starts out 
handicapped, for he would not be able 
to speak very sincerely about it to his 
customer. Granted that the article 
is good, it now behooves the salesman 
to learn all about the article he is 
selling so that when occasion arises 
he can talk like an expert. The next 
step in line is to make sure that the 
article is what the customer requires, 
for it is folly to try to force a sale. 


One of the fundamental reasons 
why selling is considered an extreme- 
ly difficult proposition is because it 
deals with the intangible. In selling 
goods the greatest requisite of a sales- 
man is that he have brain power, in- 
dividuality and originality. 


Modern salesmanship of today, as 


we have begun to recognize it, is a 
great art. It has been tested and it 
stood the test. Modern salesmanship 
wins and holds the customer by gen- 
uine human methods. It draws back 
from sharp practices. 


Until recent years it was thought 
that the Golden Rule was for just the 
ordinary folks, but our leaders in 
business have found it to their advan- 
tage and are putting it into their 
daily business dealings. It has been 
said: “If blarney were the end of life 
and if business were merely a matter 
of bunk, then ‘BULL’ would be legal 
tender.” However, that is not the 
case, for “Sound business that is fer- 
tilized with the right ethical doctrine 
advances and grows just as in nature, 
out from the soil comes the fruit from 
the seed, through the natural growth. 
Business today must be done on a 
basis of human merit and of services 
and not just on a basis of gold and 
silver.” 

In closing, permit me to quote 
from the opening address of Pres- 
ident Wilson before the first World's 
Salesmanship Congress, held in De- 
troit, Mich., a few years ago, as fol- 
lows: “Lift up your eyes to the hori- 
zon of business. Do not look too 
closely at the little processes with 
which you are concerned, but let your 
thoughts and your imaginations run 
abroad throughout the whole world, 
and with the inspiration of the 
thought that you are Americans, and 
are men who carry liberty and justice 
and the principles of humanity 
wherever you go, go out and sell 
goods that will make the world more 
comfortable and more happy, and 
convert everyone to the principles of 
America.” 





Eighteenth Amendment 


A new development in the effects 
of the eighteenth amendment tends to 
somewhat closely relate prohibition 
and electricity. Prohibition enforce- 
ment agents in New York and else- 
where are examining the bills for the 
electricity and gas of places formerly 
run as saloons and now supposed to 
be’ dispensing non-intoxicating bever- 
ages only. The theory is that a large 
bill shows late hours and that late 
hours are inconsistent with a thirst- 
quenching business run on. strictly 
jegal lines. 
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It’s fact worth remembering that good and bad wash- 
ing machines and suction cleaners cannot be told apart 
by their looks. For example, we could build a 
washer to look exactly like the ROTAPEX at a cost 
of $50 less. Likewise we could cut several dollars 
from the manufacturing cost of the APEX Electric 
Suction Cleaner without changing its appearance 
in any particular. 


Any jobber or dealer who attempts to sell either 


a washer or cleaner solely on its beauty appeal is sure 


Be prepared! 
nation you may desire. 


Exclusive Apex 
Features 


1. Inclined Nozzle 
Cleans Under 
Things as Well as 
Around Them 








2 
AOY 











2. Divided Nozzle 
Cleans Uniformly 
Across the 
13-inch Opening. 














Only the Fittest Shall Survive 


to meet with failure. Wideawake dealers are becom- 
ing more and more inquisitive and critical. 


It behooves the salesman who is seeking distributors 
for the APEX Electric Suction Cleaner and the 
ROTAPEX Electric Washer to post himself thor- 
oughly, if he has not already done so. 


For there is a complete, convincing and candid 
answer for every question any dealer or housewife can 
ask about any piece or part, any feature of construc- 
tion, or any mechanical or engineering principle em- 
bodied in these two great labor savers. 


Do not hesitate to write direct to us for any information or expla- 


The Apex Electrical Distributing Co., Cleveland, Ohio 


Export Office and Show Room: 
461 Eighth Avenue, New York City, U. S. A. 


Canadian Factory: 
Apex Electrical Mfg. Company, Ltd., 
Toronto, Ontario 
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QuUALITY 








Real conscientious service 
on orders, individual pains- 


taking attention to details 
and a high regard for the good name 







of our products means as much to 





the aggressive Jobber’s Salesman as 
| to the Jobber’s Buyer. 
| 












“Steel City’’ Quality 
Products Stay Sold 




































Write for “thick head” 
Souvenir Pencil, 
Catalog 33JS 


and literature on 
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|The Nightmare of a_ 
| Washing-Machine | 
| Salesman 
By J. A. Hall 





Hatfield Electric Co. 








OOD morning Miz ‘“‘Coffield’’! 

You-all is a little late gettin’ 

out your washin’ this mornin’, is 

you at the “Apex” of your ability 
in so doin’? 

Yes, Miz “Maytag” I aint got 
my mind on it somehow. I’m really 
all excited over goin’ into vaude- 
ville. Into vaudeville, W’y Miz 
“Coffield” ! How so? 

It’s a very “Simplex” matter, 
and if I kin put-over a skit real 
“Easy,” in an impersonation of the 
Greek God “Thor” doing a slide- 
fer-life over a “Cataract’” on a 
“blue” wash-day mornin’, I think 
it'll net me enough kale to make it 
possible for me to “Gainaday” in 
the garden of “Eden.” Fer when 
the men kin take a saw out of a 
block of wood and make it sing the 
“Rotapex”, and C’n take a pitch- 
fork and make music and money 
out uv it, dern me ol’ “Crystal” if 
I don’t put Mary at the dishpan 
and let her beat it with the dishrag 
while Sue impersonates a “Laun- 
dry Queen” on the eggbeater. 

But oh Miz “Coffield,” is that 
“Laun-dry-ette”? If not you'd 
better take little “Dexter” and his 
“A. B. C.” blocks in out of the 
grass or he'll catch such a cold that 
he won’t be able to sing like a 
“Blue Bird” no more. 

Dawggone, hear that ’ere “Loco- 
motive,” I must hurry to “Western 
Electric” and send a “G. R. S.” to 
the ‘Federal’? Booze-hounds at 
Washington “Quicker-Yet.” 

S’long Miz “Maytag.” Goo’by 
Miz “‘Coffield.” 





Ford Builds Electric Plant 


Henry Ford has awarded a contract 
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Steel City C3 





Chectric€a 


$$: PENNSYLVANIA 




















to Stone & Webster, Inc., Boston, 
Mass., to design and construct an 
8000-h.p. hydro-electric plant at Troy, 
N. Y. Work began on March 21. It 
is understood that this is the first 
station to be started under license of 
the Federal Water Power Commission. 
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~~: PARANITE™: “= 
LAMP CORD 


Lamp cord is one item in the jobber’s long list of 5000 products that can 
always be relied upon to produce consistent profits; for the volume of 
sales does not vary with the season—it is a live item every day in the 
year. 


Paranite is regarded everywhere as synonymous with highest quality, at- 
tained through 30 years of painstaking endeavor to make sure that every detail 
is correct. As a result a lamp cord has been produced that is better than code 
requires. 


Paranite lamp cord is conveniently contained in packages of 250 feet each, 
which are in turn packed in standard cartons of 1000 and 1500 feet. You can- 
not go wrong in pushing Paranite. 


Indiana Rubber & Insulated Wire Co. 


Factory and General Offices, 
Jonesboro, Ind. 


Chicago Offices: 210 S. Desplaines St. 
New York Offices: 63 Vesey St. 
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CLAIMS vs. PROOF 


Claims Mean Nothing— 
Proof Shows Up the Truth 


To Friend Salesman: 


In your line, most of the Blow Torches 
you sell your customers are for their own 
use, not for resale. This gives you a chance 
to find out whether your customer has had 
satisfactory results from the Blow Torches 
he has been using, or feels that ALL Blow 
Torches are an aggravation and a nuisance. 

THE TURNER BRASS WORKS wants 
every man who is “sore” on the Blow Torch 
subject, to try a TURNER NEW LINE 
BLOW TORCH, and PROVE to himself 
that there is ONE torch on the market which 
really does everything he has a right to ex- 
pect of it. 

Never mind what we claim for it,—prove by actual trial that 
Blow Torch satisfaction IS possible, with a TURNER NEW 
LINE TORCH. 

The Reasons. 

The Baffle. 
Perfect generation of gasoline 
or kerosene without adjust- 
ment. 
The Separate Adjusting 
Needle. 
No danger of enlarging fuel 
orifice. No corrosion. 
The Flared Tube Air Intake. 
Correct air mixture automatic- 
ally proportioned. 
The Burner Body Without 
Holes. 
Prevents wind from cooling 
the flame. 

Lightness and Convenience. 

Continuous use possible without tiring operator. 


Standardization and Interchangeability. 
All Torches use same parts (except burners). 


Your customer’s trial of aTURNER NEW LINE BLOW 
TORCH will be profitable to him, to you§and to us. 


The Turner Brass Works 


Sycamore, Illinois 





Half a Century in the Business 





Largest Manufacturers in the World of Blow-Torches and Plumbers’ 
Furnaces 

We also manufacture Brazing Forges, Lead Burning Outfits, Oxy-Acetylene Weld- 

ing Apparatus, Builders’ Hardware Specialties, such as Kick Plates, Push and 

Pull Plates, Brass Thresholds, Door and Window Guards, Brass Railings, etc., 

and the highest grade of Cast Bronze Name Plates, 





Why “Service Calls” on 
Electrical Household 
Appliances? 

By Ross D. Cummings 


How the dealer does hate to have 
some customer call him up and tell 
him her washer won’t wash, or her 
ironer won't iron or her vacuum 
cleaner won’t vac, etc! Then he sends 
a high-priced repair man out to fix it 
and he finds it due to some fault of 
“careless operation”—the bugbear of 
the appliance game. 


I have personally investigated case 
after case of this trouble in my time 
as an appliance specialist for one of 
the big jobbing houses, and I have in- 
variably found it was due to some 
small thing the operator failed to do 
or forgot to do. On calling it to her 
attention, she will invariably exclaim, 
“Why the salesman didn’t tell me 
that!’—and after running the matter 
down still further I have found time 
after time that the dealer’s salesman 
didn’t tell her. He didn’t know it 
himself, or rather he had forgotten to 
tell her if he did know it. 


Now how does this interest Mr. 
Jobber’s Salesman? Before he can 
sell a device, or rather sell it right, he 
must know it thoroughly himself. 
Then after he learns it, he must teach 
the dealer and then teach the dealer’s 
clerks and salesmen. Teach them how 
to operate the device, what to do with) 
it and what not to try to do with it! 
No electrical appliance is absolutely 
“fool proof’ but most of them are 
nearly so, and if used rightly, will 
cause the dealer very little worry. 

My method of selling, and every 
salesman has his own scheme, was, for 
instance, in selling a dishwasher, to 
start out by telling them what it 
wouldn’t do, what she mustn’t do to 
it, ete. They will look up at you in 
surprise and then say, “Well, what 
will it do?” and then you have ’em! 


I tried to impress on our salesmen 
what to tell the dealer, and then when 
I got a chance, impress it on the deal- 
er’s salesmen and clerks. They are 
the ones who come in contact with the 
consumer and no matter how much the 
boss knows, it is his salesmen who sell 
the goods and they are the ones whoin 
the jobber’s salesmen should teach the 
line. ~ 

The most successful jobber’s sales- 
man I know personally organizes lit- 
tle classes of his dealers’ salesmen and 
clerks, and _ everlastingly hammers 
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The Symbol of Efficiency in Electrical Conductors 
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Somewhere copper meets copper—a switch 
is closed. Dark spectres of the night leap 
into things of beauty. The Tower ot Jewels 
rises emblazoned against the black sky. | 


As if by magic, man’s ingenuity touches the 
dark night into splendor—through a thou- 


sand wire fingers. 


ROME WIRE COMPANY 
Rome, New York 
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DUNCAN MODEL M2 


A. C. WATTHOUR METER 


Potential loss, |.0 watt. 

Total series loss, 0.29 watt. 

Weight of moving element, 10.0 grams. 

Torque or turning power, 42.0 millimetergrams. 

Ratio of torque to weight, 4.2 to | (highest known). 
Runs continuously on '4y of 1% of full load. 

Varies less than | % for power factor of 50%, 

Accurate to within 14 of 1% from 5% to 150% load. 
Varies less than 14. of 1% for 10% change of voltage. 
Varies less than 17 of 1% for 10% change of frequency. 


Duncan Flectric Mfg. Co. 


La Fayette, 
Indiana 











into them how to demonstrate and 
what to tell Mrs. Ultimate Consumer. 
He gets real “hardboiled” with the 
boys, believe me, fellows. Before this 
“bird” would sell any appliance, lh: 
had to be thoroughly sold on it him 
self and he had the quiet little habit 
of buying one and using it in his own 
home and getting his information firs! 
hand! It was just this same knowing 
his line and teaching his line to his 
dealers’ salesmen (including the cash 
ier and the janitor—he got ’em all 
around the place) that enables him 
now to write “sales manager” after his 
name. He has been his dealers’ sales 
manager for some time; now he is a 
real one. 

We never had any complaints as to 
defective appliances from his territory) 
—he saw to it that there were none. 

Those salesmen to whom I have sold 
my line of ranges, well know that | 
have certainly tried to give them full 
and complete information about it and 
it is up to them to pass on this infor- 
mation and other information of like 
ilk that manufacturers’ salesmen give 
them, not only to the buyer but also tc 
his whole force. 


What you know, you will sell, and 
what they know, they will sell, ain’t 





Someone opined that the recent banquet 
of the Newark Electrical Supply Co., 
Newark, N. J., couldn’t go on_ unless 
something was done to the what-you-may 
call-it, so D. N. Bunn, salesman for the 
company, laid aside his selling togs and 
dignity and went and done it with his 
trusty little pair of six-inch pliers. D.N 
says that you don’t need to think that just 
because his name is Bunn that he always 
has one of them things on, even though 
he does live near Scranton and New York. 
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-it’s Hot, ain’t it? 


And, because it is hot, it is just the kind of weather to call 
on Cold Storage Plants, Creameries, Milk Depots, Coolers, 
Condenseries, Evaporator Plants, and where Ice Machines 
or Bottling Machines are used. For locations where Low 
Temperatures, Condensation of Moisture or Humidity are 


found. This is the time to show your customers 828, 829, 
830, 860. 





as f 
| P & S 860 





P & S 829 
P & S 829 
828 is fitted with 8 inch nickel plated chain with insulator. 
829 Is fitted with short chain and 6 feet of cord with ball. 
830 resembles 828 excepting it has shadeholder groove. 


860 is keyless and the supporting bridge screws are located 
in the bottom of the lamp base. 


The harmonious combination of White Glazed Porcelain 
and Nickel Finished Metal Parts is at once recognized as the 
symbol of Utility and Beauty. 


P. & S. Porcelain is the Highest Standard of Quality. 


Pass & Seymour, Inc., Solvay, N. Y., U.S.A. 


Makers of P & S Standard Electric Wiring Devices 
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Let Radioductor 
Steadily Increase 
Your Range Sales 


OU know 


that electric 
cooking has many 
advantages over 
fuel cooking but, 
do you know why 
Radioductor will 
make electric cook- 
ing generally used? 
Why Radioductor 
brings the cost of 
cooking down to 
where it 1s of no 
burden tothe aver- 
age family? Why 
Radioductor will 
increase your sales? 





We will deem it a favor if you ask us all about 
Radioductor and the highest quality electric 
ranges in the world. We are anxious to coop- 
erate with you and have a message for you which 
you can cash in on. 


Weeks’ Ranges are made of solid cast 
iron, highly polished and nickel plated. 
They have white onyx panels and zinc 
plated linings. They are made in all 
styles and sizes to meet every require- 
ment. 


H. G. Weeks Mfg. Company 


HAMILTON, OHIO 








What Knocking Does 
\BY B. E. KOST, 
Recently while visiting one of my 
old customers I had the opportunity 
to overhear a talk between one of his 


| star salesmen and a vacuum cleaner 
| prospect. 


To my great surprise, friend sales- 


man pulled four or five machines out 


on the floor and proceeded at a speed 


| that would make a six-day bicycle 


tacer sick. During the discussion the 
prospect showed interest in the Blank 
cleaner and, judging from what | 
heard, had no doubt been previously 
informed upon its merits. But friend 
salesman wished to sell the XYZ, and 
to do this he commenced knocking the 
Blank. You can read‘ly see just how 
a poorly advised salesperson can ruin 
any chance of selling by knocking his 
line. Had I been the prospect, I be- 
lieve he would have had to explain 
why he carried and sold such an un- 
satisfactory product. 

Not succeeding at this point, he at 
tacked another line—the motor driven 
brushes—telling how they injure car- 
pet, ete. Of the four machines he 
displayed, none were of the motor 
driven brush variety. Had the cus- 
tomer suggested a machine of this 
variety—well and good—but here was 
Mr. Salesman putting down an issue 
which had never been raised. 


The next attack was on the ease of 


| applying the attachments. Here Mr. 
| Salesman fell heavy for he commenced 


to explain how a base clamp for at- 
tachments was adjusted to the floor 
nozzle of the Blank. When asked to 
demonstrate the method of attachment, 
he produced a catalog illustrating the 
parts. His face fell for upon close 
observation, he discovered that no 
nozzle clamp was used with this par- 
ticular machine—just a small tubular 
clamp which went direct from the 
front to the fan chamber was used. 
Just at this moment, a lady who hap- 
pened into the store and who had 
heard the sales conversation, ventured 
to tell Mr. Salesman how the attach- 
ments were adjusted, stating that she 
had used a Blank cleaner for some 
years. 

Results—friend salesman scratched 
his head—commenced to hem and haw, 
and when he did look up—Mr. and 
Mrs. Prospect had disappeared—left 
in a hurry. 

This is just one example of how 
sales are lost because the salesman has 
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CONTRACTOR- yo ae 


Your customers are vitally 
interested in lighting—-their 
bread and _ butter’ business 
Are you equipped to discuss 
this subject intelligently with 
them? 


Build Your 


Lighting and appliances, it is gen- 
erally agreed, are the bread and butter 
of the electrical industry—but lighting 
is the bread. 

Or, in other words, lighting is the 
staple of the electrical business, just 
as flour and sugar are staples for the 
grocer. But unlike other staples, it 
should have the major and not the 
minor part of your attention. 

There are two imovortant reasons 


83) Saw 





(1)—In itself the sale of lighting 
brings a substantial, satisfactory profit 
that can be depended on to continue 
year after year; (2)—Lighting is the 
greatest good-will builder in the elec- 
trical business. Therefore, build your 
business in 1921 around lamps and light- 
Ing. 

You have at your disposal four of 


the handiest tools 


business-building 


NEW-BUSINESS 
a” MANAGER 

















Business Around Lighting 


ever provided: 1—The Foot-Candle 
Meter; (2)—Illumination Design Data 
Book; (3)—“What an Industrial Light- 
ing Salesman Should Know” and (4 
—‘The Great Discovery.” Every one 
of your customers should be using these 
tools daily. Have you acquainted your- 
self with them so that you can “sell” 
them intelligently ? National Lamp 
Works of General Electric Company, 163 
Nela Park, Cleveland, O. 





What am industrial Lighting 
Sslesman Should Know 
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“UNILETS” 
Reg. U.S. Pat.Off. 
Steel Conduit 
Fittings 











“APPLETON” 
Outlet and 


Switch Boxes 


and Covers 











i 
(cat 


“APPLETON” 
Locknuts and 
Bushings 














offer immense _possibili- 
ties to jobbers and job- 
bers’ salesmen. 


Central stations, industri- 
al plants, contractors, 
dealers—in fact ail users 
of conduit fittings—are 
ready or soon will be 
ready to order in large 
quantities. It’s up to 
you to get your share of 
this profitable business. 
You can depend on our 
hearty co-operation. 


THE APPLETON LINE is 
well and favorably known 
from coast to coast. You 
can assure your customers 
prompt service and the 
best products that money 
and expert workmanship 
can produce. 


Carry our new catalog in 
your coat pocket. We will 
gladly send you a copy on 
request. It’s full of use- 
ful information that will 
help you close many an 
order. 


Orders are waiting for 
the fellows who fight. 


Appleton Products include: 








“APPLETON” 
Entrance 
Fittings 











of 
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“APPLETON” 
Conduit 
Clamps and 
Hangers 











“APPLETON” 
Fixture Stems 
and Ground 
Clamps 








“Unilets,” Outlet Boxes and Covers, Laundry 
Fittings, Locknuts and Bushings, Meter Ter- 


minal Fittings, Entrance Fittings, 


“Pagrip” 


Metal Molding and Fittings, Conduit Clamps 


and Hangers, also Switch Boxes. 


APPLETON ELECTRIC COMPANY 


NEW YORK ST. LOUIS 
55 Barclay Street 917 Pine Street 


General Offices and Factory: 


1708 Wellington Avenue at Paulina 


CHICAGO 
Branch Offices 


Reg. U. S. Pat. Off. 


SAN FRANCISCO 
509 Mission Street 

















not been fully sold on the appliances 
his store carried. There are hundreds 
of sitailar cases in both dealers’ stores 
and central station show rooms. Most 
of these men are fluent and convincing 
speakers—it was necessary for them 
to be to get the job. In a few in- 
stances, however, there are cases 
where men acting as salesmen were 
never fitted for the job—and they 
were there because they were low- 
priced men. 

In these times with keen and ever 
growing competition, there is only one 
solution which will fill the bill, and 
that is—let the jobber’s salesman sell 
not only the owner of the store but 
also the sales personnel. In most 
cases the owner himself has never been 
sold farther than price and names. 

If the jobber’s salesman wishes to 
work up a real trade—a trade that 
will sell his line intelligently and a 
trade that will keep his stock moving 
—he must get busy. He must demon- 
strate fully the working of the appa- 
ratus he sells to all those of his trade 
who are to come in contact with the 
prospect. 

It seems that in our great rush to 
become real merchants, we overlook 
very often the most necessary thing— 
the vital requirement of a selling or- 
ganization—to know the product we 
sell and to know it fully. 

If we wish to create confidence in 
our prospect, we must show that we 
are fully acquainted with the goods 
we offer for sale, and only then can 
we hope to put the sale across. 





Kansas City Holds Show 


During the week of April 18 Kan- 
sas City, Mo., will hold its first elec- 
trical show. Both the Missouri and 
the Kansas state utilities associations 
as well as the Missouri Association of 
Electrical Contractors and Dealers 
and the Western Electrotherapeutic 
Association will convene at Kansas 
City during the show. The committee 
in charge of the show consists of F. 
M. Bernardin, H. C. Blackwell, W. B. 
DeForrest, F. S. Dewey, A. P. Denton, 
C. F. Farley, Sam Furst (manager of 
the show), W. M. Hand, J. E. Laun- 
der, P. L. Lewis, F. F. Rossman, W. 
B. Satterlee, A. J. Selzer and J. D. 
Todd. Already the show has a list 
of 85 exhibitors. 
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Is It a Corum | Unit Catalog or an Old Style Bulky Book? 
Is It a Sales Medium or Just a Catalog? 


Your catalog is the representative of your Coun (| Unrr Catalogs are compiled on a 
house. It creates more surely an impres- column basis so that you may select your 
sion of the house behind it than any per- pages by columns from the large number 
sonal representative can. If not properly we have standing in type, and in that way 
compiled; if it is a mere ‘‘job’’ done by list only such materia’ as you wznt to 
someone whose idea of catalog compilation appear in your catalog. It wiil require 
is only to fit cuts and lists into a given about 50% less pages to list the same items 
space, it cannot serve the purpose. It isn’t in the Conon (Una Catalog than are re- 
a Coun | Ur Catalog. quired for the old style catalog. 

To compile your own catalogs is wasteful—to The result is a light-weight book that is easy to 
use the old style catalogs is inefficient. Buy handle. The mailing cost is proportionately re- 
Coven ( Ur Catalogs. duced. Convene Uner Catalogs pay. 

The Counm(™Umr Catalogs represent the Each item in the Counm®Uur Catalogs 
latest and most efficient sales mediums in stands as a unit. It is not necessary to 
Electrical Supply catalogs. Our thorough first find the cut and then look elsewhere 
knowledge of the merchandizing problems on the page for the other data. This saves 
of your line make them so. time and prevents errors. 


Column Unit Catalogs are made the National Standard Size, 7'2x10% 
inches trimmed page. 


This size is approved by the National Association of Purchasing Agents, 
The Southern Supply Bureau, and others. 


Specifying National Standard Size when ordering catalogs will 
eventually lower your catalog costs. 


Let’s Talk It Over. Write a Letter for Particulars to 


Wynkoop Hallenbeck Crawford Co. 


Printers—Trade Catalog Publishers— -Binders 
80 Lafayette Street New York, N. Y. 
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ANYLITE 


Any light from full on to clear out 


ELECTRIC DIMMERS 


An honest to goodness 





socket-type regulator 
which cuts down the light 
from the lamp by a long 
series of steps, or regu- 
lates the speed of a small 
fan for instance. 


A Bureau of Standards 
test proves that it actual- | 
ly saves current on the 





various steps. 


Our sales data will give you so many applications and | 
features to talk about that) you cannot help get- | 
ting enthusiastic over the Anylite. | 


There’s a New Price on Anylites 


Something snappy for you to talk about with your 
customers. Write us for full information. 


| || THEANYLITEEXTENSION As] 
SOCKET 


Will sell right out of your pocket. 
Show the dealer how easy it is to plug 
in a screw base attachment plug with- 
out bothering about the shade and 
| he'll know instantly he has found a 
way of overcoming resistance to the 
use of appliances. 


Anylite products are packed attrac- 
tively, accompanied by splendid col- 
ored counter stands which facilitate 
sales. 


Send for full information regarding the 
many uses of Anylites and our sales as- 
sistance. 


A. Hall Berry, 73 Murray Street, New York 
Paul W. Koch, 19 S. Wells Street, Chicago | 


ANYLITE ELECTRIC CO. 


FORT WAYNE, IND. 














Shorty Sells the Skirts 


(Continued from page 46) 


for the next two hours. I stood around 
that place so long that my old dogs 
spread out like a policeman’s. And 
when I did finally get an answer it 
was worse than none at all. Short 
and sweet, it was: ‘“Too late, Ranges 
shipped.” 

Well, Ted, you see what kind of a 
hole that smart, brite, shipping clerk 
put me into. He probably never 
shipped anything so quick before in all 
his life, and I expect he stepped on 
the gas that way the first time in his 
life just to get me in bad. And I'll 
tell you he’d of done it too, only this 
time he was dealing with a guy just a 
split-second quicker than he was. 

I seen right away that I'd have to 
sell them two ranges if I had to tote 
‘em around to the back doors, and if | 
didn’t get rid of them I’d be kidded off 
of the lot by those fresh guys at the 
ofice who thought their bald heads 
ought to make them better salesmen 
than me. I can tell you I did some 
peak load figuring around that depot, 
and when I got through the net result 
was that I called up the wife of the 
guy who had just near-threw me out. 

Believe it or not, but there are a lot 
of women around this veil of tears that 
are a blamed sight smarter than the 
guys they lift the weekly pay-rool off 
of. When this little woman heard my 
scheme I knowed right away that she 
was miles ahead of hubby. Here was 
how I put it up to her, and you'd think 


_ any native born American with a fair 
| supply of brain would have saw possi- 


bilities in the idea. I put it up to her 
to hire a room up town, wire up the 
ranges and hold a demonstration—she 
supplying the cooking stunt and me 


| doing the talking and acting as chief 


entertainer and information bureau, 
which is one of the places where I 
shine especially incandescent. She 
was to do the inviting and announcing, 
and one of the places where it was to 
be announced was from the pulpit of 
the No. 1 M. E. church. And, Ted, 
the parson done it up brown. You see, 
I had agreed to give the profit to the 
Ladies Aid. 

And you should have saw the dem- 
onstration when it was pulled off. If 
you ever saw a mob in at Childs you 
have more or less of an idea how those 
women put away the biscuits. I would 


| never have believed so many could 
| have been massacreed anywheres out- 
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Splicing Clamps 
Sleeve Twisters 
Climbers 

Tool Belts 
Safety Straps 


Lag Screw 
Wrenches 


Wire Grips 

Tree Trimmers 
Tool Bags 
Soldering Furnaces 


© ell Goods the 


Lineman Knows 


HE lineman, tree trimmer or window washer takes no 

chances when he buys “tool belts” and “safety straps” 
—he knows it is a matter of safeguarding his very life. 
Naturally, he buys Klein Tool Belts and Safety Straps—he 
knows their reputation and trustworthiness. 


Only the finest of selected harness leather is used in the 
manufacture of Klein Tool Belts and Safety Straps, and they 
are securely sewed and riveted throughout into a sturdy, 
dependable whole. The belt is provided with strong D rings. 
The loop layer on the tool belt is formed into six tool loops 
and is sewed and riveted to the main belt, which is also 
passed through D rings as an additional safety measure. 


Copper safety liners are provided at D rings on tool belts 
and at the snaps of safety straps, as an added precaution. 
Both safety straps and tool belts are adjustable. 


Capitalize on the Klein reputation for quality tools—they 
are sold through regular channels at established prices— 
your jobber has them! 


Jobber’s Salesman! This is No. 2 of a 

f ads to the trade to help you put over 

the line! ! If vou strike a hard one, write in to 
us—we'll help you sell him! 


Established 1857 


LE] Ngeegs 
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It’s the Repeat 


Orders That Count! 


a nec, 250 
AMP srpwolTs 


SAY. we 2299 


“WiCAGa Fuse MFGCE: 


And you get repeat orders in good full measure 
when you sell “Union” Fuses. 


You get them because “Union” Fuses “make 
good” with the most critical customer. 


He finds that “Unions” stand up under a greater 
number of blowouts than any other fuse because 
of their surpassing strength and ruggedness of 
construction. Reinforced at each end with heavy 
brass ferrules riveted and screwed onto the out- 
side of the tough fibre casing, they will stand the 
gaff of blowout after blowout without flinching. 


He finds that the “Union” is the fuse easiest and 
quickest to renew. And he appreciates what the 
consequent saving in time means in these days 
of high wages. 


And he notes with satisfaction their unfailing 
accuracy and dependability of performance. 


In view of their many points of superiority— 
is it any wonder that the shrewd buyer gradually 
replaces all the fuses in his plant with “Unions”? 
Is it any wonder that he places greater confidence 
in the salesman who sold him ‘Union” Fuses and 
is more likely to buy his other electrical supplies 
from him? 


The wonder is rather that any salesman would 
bother to sell a fuse for “one time only” when 
he might just as well sell “Unions” and insure 
himself of repeat orders. 


Made in both Renewable and Non-Renewable 
types. 


Free descriptive booklet sent on request. 


The “Union” saves more than 
ANY pther renewable fuse 


Chicago Fuse Mfg. Co. 


Manufacturers of Switch 
Boxes, Cut-Outs, Fuse 
Plugs, Automobile Fuses, 
Renewable and Non-Renew- 
able Fuses. 


Chicago, New York 











‘sold to the General Electric Co. 


side of Coney I. or maybe Chi. Did 
they like ’em. Say, kid, you never see 
so many nice Methodist ladies get their 
feet in the troughth as that afternoon 
in Tanktown. 

Results? I'll say there was, but at 
that it took a lot of brain power to put 
it over, and it wasn’t nearly as easy as 
it looks. One of the first things I done 
was to get Mrs. Hemingway over in 
the corner, and sort of let her in easy 
that the reason I hadn’t come around 
to see her about a range was because | 
had talked to her neighbor Mrs. Hicks, 
and she didn’t think Hemingway could 
afford to buy one on acct. of his losing 
so much money in his business, and 
ready money being so tight and all. I 
seen right away I had hit the bull in 
the eye. I had to hide my fountain 
pen to keep her away from signing the 
order, till I was ready. Then I went 
after Mrs. Hicks, and it was like—you 
might say—taking current from a slow 
meter. All I had to do was to show 
her Mrs. Hemingway’s order and 
range No. 2 was sold. You see, my 
friend on the train had let it out that 
these two old dames was as jealous as 
cats of each other. 

So you see, Ted, it takes consider 
able more than how many watts does it 
take to fricasee a four year old 
chicken, if you want to sell electrical 
goods and get away with it the way | 
do. 

Of course they will be some wise 
hicks around the shop which will claim 
they was a certain element of luck in 
the whole thing, if they knowed all the 
facts, which I don’t intend to let them 
leak out—only that I went into that 
town where they didn’t know yet that 
oil lamps was off the map, and sold 
two ranges in a afternoon. But I sure 
am going to tell them all the part 
about putting over the two ranges. 
They can’t put my Mazda C under no 
bushel basket. 

Yours for women’s suffering, 
Shorty. 





R. W. Nicol Dead 

Robert W. Nicol, founder of the 
Capital Electric Co., Salt Lake City, 
Utah, and president and general man- 
ager of the company until two years 
ago, died Feb. 22. Mr. Nicol was born 
in Quincy, IIl., 59 years ago, and for 
35 years was identified with the elec- 
trical contracting business. He re- 
tired from active business two years 
ago when the Capital Electric Co. was 
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NOTE TO MERCHANTS: If you are not now selling Twin-Lite Plugs, or @ 
your stock ts low, we urge you to order of your jobber at once or write to us. 





* 






y 
7  WIN-LiTE 


((HEMCO is on Every Twin-Lite | 


MADE OF CONDENSITE 
WILL LAST A LIFE TIME 








Multiply the Usefulness of 
Your Electrical Appliances 


ERE is convenience in concentrated form 

—the handy Twin-Lite Plugs that make 

electrical appliances easy to use. With them 

you make one socket do the work of 

» | two. You attach and detach any appli- 
ance quickly anywhere, any time. 


The Twin-Lite Plug gives you the doyble 
service that means cémfort from the many 
electrical devices. Get them from a nearby 
store. Insert them in any socket the same 
as alamp. Use a light and appliance, or 
pod lights, or two appliances, from a single 
socket. 


This is the glossy black plug always with 
“*Hemco’’ on it. It is moulded in one 
of condensite and will last a lifetime. wal 
not break. Is not affected by heat. 

Be certain you get the plugwith ‘‘Hemco”’ 
on it and you get utility, durability and beauty. 


GEORGE gee es COMPANY 
Dept. 100, 557 W. Monroe St., Chicago, IIL. 








18 Gold Prizes 
For Window Displays 


The big contest is now open to every 
dealer selling HEMCO Twin-Lites. 
It offers an opportunity to win a cash 
prize and also assures a highly profit- 
able sale of these twin-service plugs 
because of the displays. 

For the best photo of a HEMCO 
Twin-Lite window display received by 
us before noon on June 1, 1921, we will 
award 


First Prize ..............$100 in gold 
Second Prize ......... 50 in gold 
Third Prize ....... 25 in gold 
Next Five Prizes... 10 each 
Next Ten Prizes .. 5 each 


Urge your dealers to get started on 
this contest. They may enter as many 
different photos as they desire, made 
from different displays. Help them to 
get a good window arranged. They'll 
thank you. It will pay. 


RUN RERIR ECC AR RTO TT TT TET EE LE LET 
ATS ACTS 5 i NNN RRL ESC SEN SRR 


7< <THE SATURDAY 
» \VENigiePOST 


Weekly at 
Se: om: 


WIN-LITE PLU 


are pre- -sold by 
extensive frm 


Y the April 23rd issue of the Saturday Evening 

Post you will find the first advertisement in the 

forceful campaign put into effect for the benefit 
of all those who sell HEMCO Twin-Lite Plugs. 


We are supplementing this national advertising by a 
comprehensive campaign of promotional work among re- 
tail dealers in order that vou may be aided in your sales 
work. 


We have also provided for a co-operative help by these 
dealers-—an ingenious four-color window display board, 
local newspaper ads, counter displays, package inserts, 
ete. 


An earnest and sincere effort is being made to vastly 
increase the sale of HEMCO Twin-Lite Plugs through 
these retail stores. This will increase your sales, the sales 
of your house. 


If you have not yet received our personal memorandum 
of information concerning this plan, please send us your 
name and home address. We promise some worth-while 
facts and selling thoughts. 





GEORGE RICHARDS & COMPANY 


Dept. 16, 557 W. Monroe St., Chicago, Ill. 
George Richards & Co., 344 E. 40th St., New York City 


w England Agent Pacific Coast Agents 
PETTINGELT L-ANDREWS ‘COMPANY GEO. A. GRAY COMPANY 
Boston, Mass. 589 Mission Street, San Francisco 
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ET your dealers to display this Animated Silent 
- Salesman Show Stand, which contains 4 No. 1 
(@ 6.00, 2 No. 2 @ 8.00, 1 No. 3 @ 10.00, 1 No. 4 @ 
25.00. Total including stand $75.00 less discounts. It 
will result in big profits for your dealers and re-orders 
for you. Efficient electric water heaters are in demand 
everywhere. The Electro-Boil sells on sight. 

DIRECTIONS 
Operate No. 1 and No. 2 from Lamp Socket. For No. 3 


and No. 4, run 220 V. Current from Cutout Cabinet to 
where desired. 


MILWAUKEE MBG. CO. _ pvecters*’ or 


MILWAUKEE, WIS. Diecounte 














CC cueveenennennene 


Heater 


Coeeveapasenneeenenrnacensecisccsictieee 


This is the GLOLO 


Your contractor-dealer can sell it for the better class of homes. Paves 
the way for an electric range. Glolog heats a whole room, not just a 
spot. Efficient, economical.—Vic. Richards. 















































Selling Illumination 


(Continued from page 14) 


the lighting industry, have until re- 
cently in general been allowed to 
remain there by failure of the industry 
to realize that good illumination, far 
from being a purely technical subject, 
is a vital commercial one. 

The purpose of this article is not to 
teach the principles of illuminating 
engineering, but rather to emphasize 
the need for a knowledge of illumina- 
tion on the part of the man who sells. 
Anyone can obtain this knowledge if 
he will apply the same thought and 
analysis to this important subject as 
he does to other matters in connection 
with his business from day to day. 
Only by selling illumination that is 
right can we bring about changes of 
the order mentioned in a preceding 
paragraph. Selling higher standards 
of illumination automatically carries 
with it a more liberal use of every- 
thing we have to sell that enters into 
lighting. 

















W. S. (Bill) Hake, formerly with the 
Dauphin Electric Co., Harrisburg, Pa., 
but now lighting specialist for the Robert- 
son-Cataract Electric Co., Buffalo, N. Y., 
is reflecting the glory of his achievements 
in the lighting game to the heavens that 
all may gaze and admire. No matter 
how terrible they are no _ foot-candles, 
lumens or co-efficients of utilization can 
strike any terror into Bill’s illuminated 
brain. 
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“It’s the Best Machine 
On the Market’ 


E were taking the human-interest 

photographs that are part of the 
Spring advertising campaign of the 
Premier Electric Vacuum Cleaner 
Company. 


The models were being posed. The 
manager of the studio was directing an 
intelligent looking girl in the foreground. 
“You take hold of the Premier this 
way,” he said. 


“Don’t tell me,” she replied. “I’ve 
had a Premier in my apartment for 
more than a year and know all about 
it. It’s the best machine on the market.” 





We felt complimented, but we are 
telling the incident to the jobber’s sales- 
men simply because it indicates the 
road of least resistance in selling electric 
vacuum cleaners. There are half a 
million Premiers in use. There are half 
a million boosters. And it is much easier 
to sell a machine that gets this sort of 
personal advertising than to sell one 
that doesn’t. 








Take any average group of women e . 
and you will find that at least one of The discounts are a and me 
them owns a Premier. The law of aver- plan of financing Sales 1s sound, 
ages takes care of that. while the jobber’s salesmen re- 


When you sell Premiers, therefore, ceive real support from the factory. 


you are handling a product which has a 
definite market, which 1s backed by in- 
telligent national advertising and _ in- 
tensive rotogravure advertising. 


/ FIRST AMONG CLEANERS 


ELECTRIC VACUUM CLEANER COMPANY, Inc., Cleveland, Ohio 
Premier Service Stations in Principal Cities 


If you are not already handling 
the Premier, a wire or a letter 
will bring you prompt and full 
information. 





Exclusive Canadian Distributors: 
Canadian{General Electric Company, Limited, Toronto, Ontario, and Branches 
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New Emerson 
Motor 
Price Book No. 52 


A new price and 
date book (No. 52), 
applying to Emerson 
Motors and motor 
applications, will 
be issued April 15. 

The new price 
book shows no price 
changes but has 
been brought up-to- 
| date throughout. 
| See that you get 
yours. 


FAN PRICES 
| GUARANTEED 


Under season 
tract, you can 
guarantee your 

tomers Emerson 
stocks for the 
season against de- 
cline from present 
prices (established 
February 23rd). 
This should remove 
any objection to 
ordering normal 
initial stocks. 

Be sure you under- 
stand this feature 
of the contract you 
i have to offer. Ask 

your sales manager 








con- 


cus- 
fan 








or 
THE EMERSON 

ELECTRIC MFG. Co. 

St. Louis New York 





























John H. Burns 


(Continued from Page 21) 


regiment Armory, the second largest 
in the United States, where he became 
plant electrician. 

“Too much of this was plenty,” 
Jack decided, and so entered the firm 
known as the Cataract Electric Sup- 
ply Co., which, as has formerly been 
told in THe JopBer’s SALESMAN, was 
later absorbed by the Robertson Elec- 
tric Supply Co., the result of which is 
the present Robertson-Cataract Elec- 
During his stay with that 
organization he worked under D. F. 
Potter, then manager of the Cataract 


tric Co. 


company, and now manager of the 
apparatus department, Roberston-Cat- 
aract Electric Co. 

At this stage of the game Jack de- 
cided he was tired of working for 
some one else and so lit out on his own 
resources by starting an electrical con- 
tracting business in Olean, N. Y. 
One year of this was plenty and he 
returned to Buffalo as manager of the 
supply department of McCarthy Bros. 
& Ford where he began again under 
his old “boss,’ W. D. McCarthy. 
Here Jack found his niche and has 
climbed and grown with the organiza- 
tion. 

Under Mr. Burns’ management the 
supply department has grown by leaps 
and bounds until it is now nearly 100 
per cent of the business, though the 
construction department is still main- 
tained as a separate part of the busi- 
ness. Growing from an infant con- 
cern in the Caxton building on North 
Division street, the company has pro- 
gressed to the stage where it occupies 
a floor space of between 75,000 and 
100,000 sq. ft., employing 130 people. 


| The company has also purchased a lot 


| adjoining its present location, where, 


when building conditions become more 
favorable, a building will be erected 
which will double the floor space. 
Jack Burns has won his way to 
the hearts of myriads of Buffaloans 
and countless other members of the 
electrical fraternity. He is one of the 
most popular men in Buffalo and the 
breadth of his acquaintance can be 
better realized when one learns that 
he is a member of 25 clubs and other 


| similar organizations and movements 


| in his city. 


Among those that might be named 
are the Rotary Club, Chamber of Com- 
merce, Automobile Club, Buffalo Ad 
Club, Elks, Engineering Society of 
Buffalo, Electric Club, Y. M. C. A., 
Buffalo Yacht Club, Buffalo Launch 
Club and the Ellicott Club. He has 
been a member of the National Associ- 
ation of Purchasing Agents for many 
years and at the present time is a 
National Director. 

He is a great lover of his home and 
children especially boys. His own 
little family consists of five children, 
two girls and three boys, the former 
being Geraldine and Margaret and the 
latter Jack, Jr., Robert and Donald. 
So Jack Burns’ busy moments do not 
end upon his leaving his office-—there 
is plenty to be attended to at home. 
Jack, Jr., his dad says, is a chip off 
the old block in which case General 
Pershing will probably have to look 
to his laurels. 

In his youth, Mr. Burns was a “reg- 
ular’ boy himself, always mixed up 
in the liveliest sports (such as seeing 
who could stay on a mule’s back the 
longest) and though he has left boy- 
hood quite a distance back on the path 
of life his greatest interest is centered 
on anything that has to do with the 
welfare of the youth of our nation 
and particularly Buffalo. 

In 1902, when the 2nd regiment of 
the O. M. I. (Oblates Mary Immacu- 
late) cadets of the Holy Angels church 
of Buffalo were organized, Mr. Burns 
was appointed colonel in command 
and during the time spent as such en- 
joyed many a camping trip with the 
boys. Under his experienced and able 
tutorage his regiment of boys, whose 
ages averaged 14 years, made an ex- 
cellent name for itself in military cir- 
cles in New York and placed itself 
high in public favor. Though the ca- 
det corps, too, is a thing of the past 
so far as Jack Burns is concerned he 
still retains his interest in anything 
smacking of the military. 

In conclusion, it might be fitting to 
quote The Buffalo Chatterbox in one 
of 


Burns; 


its character sketches on Jack 

“He is one of Buftalo’s best when 
it comes to business. 
like him, Buffalo would have a million 


population at the next census.” 


If they were all 
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THE WADSWORTH ELectRICMEs Co 





There are no conditions in first-class switch requirement and 
construction which are not fully met in Compro Current- 
Proof Switches. The fundamental features being the high 
degree of safety, interchangeable parts, simplicity of design, 
installation and operation. 


We manufacture all types of en- 
closed switches for all types of 
electrical circuits. 








There is a 





Decided Advantage 








in handling Current- Proof 


Switches. 


Compro 


First of all, industry is turning to the 
Current-Proof Switch as a natural and 
logical development of the Safety Idea— 
the conservation of human and material 
resources. The Compro Current-Proof 
Switch meets with ready acceptance, quick 
sales and multiplied profits. 


Second—there’s a lot of satisfaction in 
selling a man absolute protection—there’s 
real enjoyment in making friends for the 
house while building up a solid reputation 
for yourself. 


“Compro” stands for Complete Pro- 
tection. 


You can always go back and there’s never 
any come-back except “I am glad to see 
you, how’s Compro?” 


Write us for our proposition; it is 
unusually attractive. 


The Wadsworth Electric Mfg. Co. 


INCORPORATED 
Covington, Ky. 


Branch Offices: 
New York City Boston, Mass. 
30 Church St. 176 Federal St. 


Pittsburgh, Pa. 
422 First Avenue. 


Chicago, Illinois 
559 W. Monroe St. 


OMPRO sri, 
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“AMERICAN BRAND” 


WEATHERPROOF WIRE AND CABLES! 
HAS NO EQUAL 


“AMERICAN 
BRAND” 


Weatherproof and 
Bare Copper Wire 
and Cables 


Il 


CHARACTER 





Weatherproof Wire, like 
people, must have character— 
must be honestly and effici- 


ently made. 


“AMERICAN BRAND” 


is the wire of character. 


Jobbers’ salesmen — should 
send for samples of “Amer- 
ican Brand” wires and con- 
vince themselves. 


American Insulated 


Wire & Cable Co. 


CHICAGO 





















“AMERICAN BRAND” 
WEATHERPROOF WIRE AND CABLES 


HAS NO EQUAL 








Why the Order Was Not Divided 


(Continued from page 12) 


that’s a swell job, Mr. J.” Yet these 
| little sales-killing words are very prev- 


alent. 

That day was a beneficial one for 
me. ‘Turning away from the boring 
side of a trip like this, to interest a 
customer, I followed the road of per- 
sonal interest and it was also an edu- 
cational one. Another thing which 
helped considerably, and which may 
be put as a subsequent hint, was the 
fact that I did not hesitate asking Mr. 
J. questions about his work—why this 
was done and why that was done? 
Two birds were killed by one stone 
that time inasmuch as I not only con- 
firmed the fact that I was interested, 
but I learned many interesting helps 
in inside wiring. 

Our third instance is a more or less 
delicate one to write about. Difficulty 
would undonbtedly be experienced 
should one attempt to teach, and teach 
vividly, how to be perfectly frank in 
business without hurting oneself. We 
all think highly of a good, straight, 
candid man when he is talked about, 
but when one is talking to... then 
tact surely is an essential bit of ammu- 
nition. Then again, frankness on the 
part of a salesman depends upon him- 
self, his ways, his personality and his 
method of being frank and, of course, 
it must be admitted that it is absolute- 
ly necessary to know your man. 
Frankness without injury is apparent- 
ly impossible when interviewing a 
newly acquainted buyer. In this lat- 
ter case when an opportunity to cor- 
rect or be frank is at hand, it is better 
to impersonate a sphina. 


A form of frankness which is, as a 
rule, very appealing to the average 
buyer, is admitting your desire to 
learn more in connection with your 
line, whether you know all about it or 
not. Ask the buyer if he can give you 
some personal advice relative to some 
of your articles. Let us refer to a 
short simple explanation from my ex- 
perience: A new device was placed 
on the market and a sample mailed to 
me in order that I might “do my bit.” 
Some of the principal features of this 
article were explained to me from the 
factory’s standpoint, and now in black 
and white, I am going to admit that 
after receiving the sample and examin- 
ing it thoroly, I was worse off than 
ever. 

One night, previous to going out on 





a trip in unfamiliar territory, I com- 
fortably placed myself in an easy 
chair at the Salesman’s Club (any 
Hotel Lobby) and with a cigar pro- 
tiuding from my lips and this sample 
in my hand, I assumed the position of 
“The Thinker.” The thinking cap 
was trying to fit on my head as I be- 
gan to solve little things that this 
article would do to a better advantage 
than the article it succeeded. I came 
to the conclusion that I knew a little 
bit but far from enough to warrant 
my taking this article and featuring it 
on this trip. But then I cast “pride” 
completely aside and along with my 
suit case came a sample of this device 
with full intentions of using it to start 
a conversation, because, as I stated 
above, I was acquainted with no one 
on whom I intended to call. The first 
contractor I called on anxiously in- 
spected the device and I heard several 
compliments uttered as a few would 
discuss it. My cue for frankness came 
and to those first few who talked 
about it, I said, “Mr. Blank, this may 
sound a bit perculiar to you, but I 
simply must admit that I know very 
little about that article and its fea- 
tures and you seem to be the very 
man who can help me. Would you 
care to turn tutor for a few minutes?” 

You would be surprised how anxious 
they are to tell a salesman something! 
He explained some mighty interesting 
talking points, some of which I am 
positive were not told in bulletins or 
sales-letters. This came as an easy 
matter to him because he had used in- 
ferior devices and could appreciate the 
advantages. However, he sold him- 
self quite a number because he gave 
me an order, and I'll swear, I did not 
have anything to say. 

It’s rather encouraging to have a 
little confidence stabbed into you, be- 
cause, as we all know, confidence is a 
mighty big item in salesmanship. In- 
stead of being skeptical about talking 
this article to the next man, I was 
anxious to bring out the points I 
learned. As I called on the following 
contractors they would express their 
interest and incidentally slip in a few 
more points. Thru this method, and 
picking’ essential data here and there 
by being frank my orders on this de- 
vice were very, very many. It served 
as a starter for a conversation and the 
headliner on my order book. As I 
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THE ENTHUSIASTIC reception given the latest ad- 
dition to the Denzar family by the few who have seen 
it, makes us extremely optimistic for its future. 


MADE IN TWO TYPES FOR 75 AND 
100 WATT “C” LAMPS 


The Compact Ceiling Type No. 475, shown in the 
upper circle, is for installation at any ceiling outlet. 
Its list price is $13.75. The Replacement Type No. 
475R, shown in center circle is for attachment direct- 
ly on any standard 214” shade holder. No socket is 
furnished, and the deflector is attached independent of 
the socket. The list price of the Replacement Type 
is $8.65. Both are equipped with 12-inch reflecting 
domes and 6-inch Denzar Bowls. Each accommo- 
dates either the 75 or 100 Watt “‘C’’ Lamp, and is 
smaller than the regular 100-150 Watt Denzar. 


For Kitchens, Hotel Bedrooms and Small Offices 


The kitchen of the home is usually one of the poor- 
est lighted rooms. Suggest to your dealers that they 
show Baby Denzars to Mrs. Home Owner, and sell one 
with every home lighting installation. Have him put 
one in his own kitchen to convince himself. He can sell 
them to hotels for bedrooms, and to small offices such 
as doctors, dentists, etc. 


Packed in individual labeled cartons, Baby Denzar 
will be ready for delivery to both jobbers and deal- 
ers atter April 1. Write for literature. 


BEARDSLEE CHANDELIER MFG. CO. 
218 So. Jefferson Street 


‘lj 
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Complete 


Here is the New Star 


UNIVERSAL 


_ Motor-Driven Vibrator 


An Article of Genuine Merit 
At an Attractive Price 


The attractive price of 
$12.50 plus the merit of 
the new high-power, mo- 
tor-driven Star Universal 
Vibrator, which operates 
on any ordinary current, 
makes it the fastest selling 
motor vibrator on the 
market. 


Our Jobber Co-operation 


Handsome, colored window 
trims, counter cards, moving 
picture slides, sales and pub- 
licity drives such as the recent 
Florodora Beauty Contest and 
our persistent national maga- 
zine advertising in such pow- 
erful publications as Metro- 
politan, Red Book, Green 
Book, Hearst's, Pictorial Re- 
view, Motion Picture Classic, 
Shadowland, Cosmopolitan, 
Fashion Art, Physical Cul- 


ture and many others. 


The Star Universal 


is furnished with four spe- 
cially made applicators to 


meet every need. Six 
feet of heavy insulated 
cord. Trouble-proof mo- 
tor. Light in weight. 
Thoroughly efh- 
cient. Orders promptly 


filled. Write for jobber’'s 
discounts. Do it Today! 


Fitzgerald Mfg. Co., 
Torrington, Conn. 

tyr STAR Bie, 

VIBRATOR 


is still the leader in the 
specialty field. Works on 
A. C. current only. More 
than 500,000 sold in one 


year. 





























look back now to the night when I was 
consulting myself as to what I was 
going to say in connection with this 
article, it is very amusing to me. 

You will admit that was an instance 
of frankness without injury to myself 
and I could go on relating one after 
another if space was not limited. I do 
not consider it advisable, or necessary, 
to facts relative to being 
absolutely frank with your “friend” 


mention 


customer, inasmuch as I think this is 
a matter of personal decision, gov- 
erned entirely by conditions. 

In allow to ask 
whether or not you think general flat- 
tery is better than general frankness, 
taking into consideration all the facts 


conclusion me 


given above? 


Charleston Electrical Supply 
Company’s 1921 Code 


1. When you get an order see that 
it is an order, not a promissory note 
nor an inquiry. 

2. Be accurate in specifications and 
shipping instructions. 

3. Keep some personal record of 
your own orders. 

4. Study your line and your cus- 
tomers. 


5. Remember that chair manufac- 


| turers are a curse to salesmen. 


6. Watch personal 
ance,—first impressions are sometimes 
lasting ones. 


your appear- 





7. Don’t make definite promises as 
to delivery until you know we can 
meet them. 

8. Talk quality and service and re- 
member that part of the service we 
can give a customer is the practical 
knowledge of the salesman. 

9. Don’t just attend the sales con- 
ferences for 1921—absorb them. 

10. Don’t send an inquiry to the 
office when you are on the job and 
have a chance to close in person. 

11. It is easier to sell a customer 
whose credit is good—less chance of 
offending him by requests for payment 
—so help the credit department as no 
order is complete until it is paid for. 

12. And remember that first, last 
and all the time the greatest thing is 
Loyalty. 





ry 
Fighters are Getting Business 
Be a Fighter 


| 





























Mechanics and Linemen 
always express a prefer- 
ence for 


BUHRKE’S 


(ORIGINAL) 


One-Piece Tool Bags 


because they are the most 
satisfactory bags obtain- 
able. No stitches at the 
frame to rot or tear, and 
no sewed-in bottom to fall 
out because of ripping or 
rotting of stitches. Made 
in one piece, solid and 
durable. A bag that lit- 
erally “stands up” under 
the hardest service. 


Illustrated Catalog, gtv- 
ing complete description, 
gladly furnished. 


R. H. Buhrke Co. 


(Est. 1877) 
1238-1250 Fullerton Ave. 
CHICAGO 


“The House of Quality” 
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ONSCIOUS 





Increase che popularity of these devices 
by adding wo the ease with which they 
may be used. 


Insist upon Swivel Arca ment Plugs. 
Show 


remove i without turning the device of 
rwisting the cord. Only one hand needed 
Always in one prece — never one section 
in the basement and the other upstairs 


No 90) has safery cond-grips in the cap for 


No $00 & cinils co Mo. $03. comps deat 

2 moukded ning stead of » hbre = asher. 
pe betahung of smaller outside duamese 
sor of de lune ewreel attachment plug. 


Address owe nearest offer for 
perther nd 


Benjamin Electric 4,. 4. Co 
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President Handing 


AXE cree, the lend, che ery goes vp, 
We Must Have More Produchon 

« seems a paradox, but it’s crue, we 
must have more production to counter 
the paralysis of under-consumpaon. 





chon at less uns cos —more 
imt 


n * re 
a begger net and a dwindling scrap heap 


Correct Industrial Lighting 











BEN/AMIN 


Makers of Things More Useful 





“| Perfecti 
Panel Boa: 
Practice 


“THERE, more shan design or 


method of hon in Searren: 




















Publicity 


We want to present a message of optimism and helpfulness to the 
jobbers’ field representatives. We realize that this is the time it 
tikes good selling and hard selling. The outlook may tend to dis- 
courage, but we must be awake to the fact that notwithstanding 
the occasional opinions we hear there is a lot of sales work being 
done at a profit, and that a lot of goods is being sold every day. 


We believe we realize our responsibility in these circumstances, and 
assume that from our workshops to the ultimate consumer there 
is a definite helpful part which we can play in perfecting a com- 
plete movement and absorption of our products. 


Tv this end we are striving to make our publicity reveal a con- 
sciousness of this responsibility, making it work primarily to assist 
our distributors and their customers, and incidentally in our behalf. 
The advertisements submitted herewith are typical of the way this 
cunscious publicity is developed. 


Millions of lamp sockets and Edison medium screw base receptacles 
are already installed waiting for cord-connected electrical con- 
veniences. What is better than to encourage the trade to insist 
upon the best obtainable and most satisfactory screw-base attach 
ment plug being utilized? 





We must have more production in order that manufacturing in vol- 
ume may so reduce the unit cost of materials that the public will 
be inspired to come into the market. Correct industrial lighting 
is a most important consideration in developing complacency and eff- 
ciency in behalf of both the employer and the employee. 





In spite of unfavorable factors there is a great deal of building 
being done. The Starrett line of Standardized Panel Boards is un- 
doubtedly the last word in answer to the question, “What can I do 
to procure the best center of distribution possible at the lowest cost 
for both material and installation without in any way sacrificing 
any mechanical or electrical advantage °” 


Address our nearest office for further information. 


Benjamin Electric Mfg. Co. 


247 W. 17th St., 806 W. Washington Blvd. 580 Howard St.* 
NEW YORK CHICAGO SAN FRANCISCO 
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Treat ’em Rough ! 
They'll Stand It 


That’s why SUNLIGHT 
CARBON LAMPS are used 
by the thousands in 

Factories 

Coal Mines 

Industrial Plants 

Garages 

Railroads 

Machine Shops 


They’re built to withstand 
rough use and heavy vibra- 
tion. 

Get in on this business but 
don’t forget they’re used in 


homes also for 


Lighting Fixtures 
Candelabra 

Hallways 

Decorative Effects 
Night Lights ‘ 


It’s steady, profitable busi- 
ness. We'll help you get it. 


SELL“YOUR DEALERS SUNLIGHT 
The Complete Line 


Sunlight Electrical Mfg. Co. 
Warren, Ohio 





Carbon Lamps Fractional H.P. Motors 

















Team Work in Lighting Sales 
(Continued from page 8) 
hasn’t come up from the ranks of prac- 
tical electricians. These contractors 
are men who can, and frequently do, 
put on the overalls and install a motor 
or wire a building. By hard work and 
persistence they have built a business 
which requires knowledge of selling, 
of how to run a store as well as the 
practical knowledge of how to install 
and operate electrical equipment. 
Quite naturally they are strong on in- 
stallation and weak on salesmanship 
and merchandising. As sales guide and 
mentor the jobber’s salesman can build 


business for his retailers, which is | 





precisely the same as building business | 
for himself, for their profit is his | 


profit. 

For sales ideas, the jobber’s repre- 
sentative has the best of the world’s 
experience to draw on—the sales pol- 
icies that have made his own house 





successful, the wide experience of the | 


many manufacturers whose lines he 
handles, the good points of the many 
other dealers with whom he comes in 
daily contact. He ought to know the 
best ways of keeping books for the 
dealer. He ought to be an encyclo- 
pedia on the arrangement of stocks of 
goods in the store. He ought to know 
something about advertising and a lot 
about trimming a window. He ought 
to know the best ways to sell his lines 
over the counter. He ought to be con- 
stantly helping to build up the dealer’s 
prestige in his community and he 
ought to have his eyes peeled always 
for business outside the store—choice 
morsels the dealer can get by putting 
on his hat and going out after. Fre- 


quently the dealer overlooks them | 


simply because they are so close to his 
nose. 

When you say, “look beyond today’s 
order—pave the way now for next 
year’s business,” you've said it all, 
that is the essence and the justification 
of team play. 





Takes on Hotpoint Line 

B-R Electric Co., Fifteenth and 
Walnut streets, Kansas City, Mo., an- 
nounces the acquisition and installa- 
tion of the Hotpoint line of heating 
devices. The B-R company says it 
has extensive plans for working with 
its dealers in capitalizing on the 
$500,000 advertising campaign being 
put on this year by the Edison Elec- 
tric Appliance Co. of Chicago, manu- 
facturers of the Hotpoint line. 











FANS 


Baseball and 


PEERLESS 


This is the season of 
the year when the base- 
ball fan starts to sing 
the praises of his home 


team. He's dead sure 
they've got at least two Babe 
Ruths and a few Ty Cobbs 
among the rookies and he’s 
out there rooting for his home 
team to win. He’s a consist- 
ent puller for his team—noth- 
ing makes him quit boosting 
his favorites. 


PEERLESS 
FANS 


are also at the peak of favor 
among dealers right now and 
the live Jobber’s Salesman is 
going to plug for them ‘cause 
he knows they've got the real 
material, workmanship and 
quality to back up his state- 
ments, 


Get after those dealers who 
have not yet placed their 1921 
Fan orders and if you need 
any more data to help you put 
over a real hit with them— 
we'll send it to you by return 
mail. 


The Peerless Electric Co. 
Warren, Ohio 
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These are the 


Dates 
April 1 St. Paul! 
April 4 Omaha 
April 7 Denver 
April 11 Salt Lake City 
April 14 Butte 
April 18 Spokane 
April 2c Seattle 
April 22 Portland 


April 26 San Francisco 


May 2 Los Angeles 


GENERAL ELECTRIC COMPANY 
EDISON LAMP WORKS of G. E. CO. 
DUPLEX LIGHTING WKS. of G. E. CO. 

















Come to the 


Merchandising 


Conference— 


There are just two classes of business men in 
the United States to-day. 


There is the type of man who is waiting for 
something to start. 


And there is the type of man who is starting 
something. 


All over the country the se/f-starters in the 
electrical industry have been filling the halls where 
the Merchandising Conference has been held. 


And their sales are already showing the effect of 
the ideas and suggestions they received. 


The Merchandising Conference will pay divi- 
dends to you every single week in 1921-1922 
Nothing like it in scope and interest has ever been 
attempted before. 


The best ideas for moving goods in times when 
goods move hard—ideas gathered from all over the 
country, and brought to you for your own use by 
a group of manufacturers under the auspices of the 
General Electric Distributor in each city. 


Note the date when the Conference reaches the 
point nearest you and plan now to come. 


The Winter of Business Depression passes; the 
Spring of new activity is here. 


Let’s go ! 


Full information may be obtained from the General Electric 
Distributor in the cities on the itinerary or from the offices of 
any of the following manufacturing companies who will be rep- 
resented in the Conference. 


IVANHOE-REGENT WKS. of G. E.CO. HURLEY MACHINE COMPANY 
TRUMBULL ELECTRIC MFG. CO. 


MAZDA 
LAMPS 














SPRAGUE ELEC. WKS. of G. E. CO. 
EDISON ELECTRIC APPLIANCE CO. 
ELECTRIC VACUUM CLEANER CO. 
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BenJgaMin Exvectric Mre. Co., Chi- 
cago, is preparing a new general cata- 
log which is expected from the press 
sometime in April. One of the new 
features of this book is the realign- 
ment of the schedules in such manner 
as to bring materials of kindred char- 
acter into the of the 
book. For instance, heretofore, it has 
been the custom of the Benjamin com- 
pany to arrange its catalogs by numer- 
ical schedules, but this time all the 
material covering lighting equipment 
will be found im one section, wiring 
devices another, 
panel boards in another, and so on. 
This method will add very greatly to 


same section 


and specialties in 


the convenience of the book, particu- 
larly for the occasional user. A mail- 
ing campaign has been under way for 
some time on industrial signals. All 
of the jobbers handling this class of 
equipment have cooperated very en- 
thusiastically and the returns have 
been quite encouraging. Subsequent 
cooperative campaigns to interest the 
industrial people in various parts of 
the Benjamin line will follow. In 
each of these campaigns there will be 
of letters, well illustrated, 
which will go out to a selected list of 


a series 


industrials, part of them from the job- 
ber and part of them from the sales 
promotion division of the Benjamin 
company. Interesting booklets and 
The 


general plan is to interest the indus- 


circulars have been provided. 


trials involved in single groups of ma- 
terial and 
groups, one 


concentrate upon these 
at a time. This is the 
time when goods must be really sold. 
To reach the normal volume of elec- 
trical sales during 1921 it is necessary 
that all of the forces within the indus- 
try for making sales should be corre- 
lated and that all lost motions be taken 
up.as far as possible. We know that 
goods are being sold, a great many 
plans for various kinds work out, and 
a lot of effort is being’ made. The 
sales plans of the Benjamin company 
contemplate the bringing together of 
these various energies and applying 
the force which is here and being used 





to gain one end at atime. Publicity in 
the various journals will tend to tie 
up with the direct selling efforts being 
made. All of this publicity and all of 
this work on the part of the manufac- 
turer is designed to increase and accel- 
erate the business of the distributor 
salesman, to perform the greatest 
amount of sales work without waste of 
effort, out of all of which, of course, a 
corresponding return and commensu- 
rate benefit to both the distributor and 
manufacturer will come. 


Asax ExvectricaL Speciatty Co., 
1011 Market street, St. Louis, Mo., is 
sending to jobbers a letter outlining 
what this company believes to be a 
very attractive proposition to the job- 








Frank V. Burton, who recently resigned 
as general sales manager of The Bryant 
Electric Co. of Bridgeport, Connecticut, 
after nearly 19 years of service with that 
corporation, became, on April first, sales 
manager for Henry D. Sears, general 
sales agent for Weber wiring devices, 80 
Boyleston street, Boston, Mass. Mr. Bur- 
ton holds a prominent place in the wiring 
device branch of the electrical industry 
with the various branches of which he has 
been connected for 30 years. Mr. Burton’s 
headquarters will be in Boston with Mr. 
Sears, under whose general direction he 
will be responsible for the sales policy 
pertaining to the distribution of Weber 
wiring devices throughout the country. 








ber and jobber’s salesman. 


To quote 
the letter in part: ‘We authorize 
you to offer your salesmen a premium 
of $10 for any man who sells $500 
worth of Ajax products in any one 
month or $25 on the sale of $1000 
worth in any one month, payable cash 
at once on your certifying that these 
sales have been made, orders accepted 
and goods delivered to the customer.” 
An additional offer to the jobber being 
made by the Ajax company is a spe- 
cial five per cent discount on an order 
for 5000 pieces or more with the per- 
mission to make shipment of one-half 
at once and the balance in 30 to 60 
days. This proposition covers the 
Ajax company’s entire line of sockets, 
rosettes, receptacles, attachment plugs 
and face plates. 


Puitie K. Murpock has been ap- 
pointed export sales manager of The 
Bryant Electric Company of Bridge- 
port, Connecticut. Mr. Murdock 
graduated from Dartmouth College in 
1915 and after spending a year in the 
purchasing department of The Loco- 
mobile Company of America, entered 
the Bryant organization as assistant 
He 
enlisted as a private in the First Sepa- 
rate Brigade of Coast Artillery arriv- 
ing in France in July, 1917, and saw 
active service in the St. Mihiel sector 
and the Argonne Campaign as Second 
Lieutenant. He promoted to 
First Lieutenant a few days prior to 
the Armistice. Upon his return to 
America, he represented the Bryant 
interests in the Metropolitan district 
and later in the South Atlantic Sea- 
board states, with headquarters in 
Atlanta. 


to the sales service engineer. 


was 


Fixep Poxicies, a booklet written 
by S. D. Black, president of The 
Black & Decker Mfg. Co., Towson 
Heights, Baltimore, Md., is a note- 
worthy proclamation of the policies 
of this manufacturer in his company’s 
dealings with the jobber and_ the 
trade. Mr. Black says in part: “We 
believe in the jobber. 


He is an indis- 
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New Electrical Products Illustrated 








The Baby Denzar is a new addition to 
the Denzar line of fixtures made by the 
Beardslee Chandelier Mfg. Co., 216 South 
Jefferson street, Chicago. It is made in 
two types, the compact ceiling type 
(No. 475) and the replacement type (No. 
475R), which is for use where a hanging 
pendant fixture is installed and it is not 
desirable to change the entire unit. The 
475R, it is said, will fit any 214-in. holder, 
and is furnished without socket, the de- 
flector being fastened independent of the 
socket. They are made to accommodate 
75 and 100-watt Mazda C lamps. The 
No. 475 is shown above. 





7 iad 
PAINE HANGERS 


The Paine fixture and outlet box 
hanger, made by The Paine Co., 1742 
West Van Buren street, Chicago, is 
said to be particularly adapted to 
work in lath-plastered walls and ceil- 
ings. The wings lock in position and 
a locknut on nipple holds the outlet 
box to the ceiling or the wall. When 
folded the wings can be _ inserted 
through a hole 11% inch in diameter. 
The total wing spread is 11 inches. 
The Paine hanger, it is claimed, can 
be attached to the outlet box before 
inserting, eliminating overhead work 
in attaching boxes the old way. 








The illustration shows “The Baby Vio- 
letta,” the latest addition to the Bleadon- 
Dun (Chicago) family of violet ray ma- 
chines. This new violet ray machine is put 
on the market to meet the demand for an 
efficient low-priced machine. The magnet 
coil and adjustment are mounted in a 
handsomely lined and covered carrying 
case. A specially constructed Tesla coil is 
contained in a neat handle of highly pol- 
ished, insulated, hard rubber, and is shock- 
proof. It is claimed that no spark can 
jump from the cord leading to this handle. 





hn ua tefl ull 
2) 


is known as the “Up-2-Date,” are: 
frame with folding tub stand. 

having a capacity for 6 sheets. 
are machine cut, insuring maximum life. 


The Thistle Manufacturing Company, Chicago, has 
placed on the market a new washing machine which 
it considers the last word in the Dolly type of washer. 
Among the principal features of the new machine, which 


(1) A heavy iron 
(2) A large cedar tub, 

(8) All driving gears 
(4) A swinging 
wringer which may be locked in four different positions. 





A unique, new, electrical device, recently placed on the market 
by the Amrevo Electric Co., 2309-15 Archer avenue, Chicago, is the 
“Signalrite” direct-current, bell ringing transformer shown above. 
The Signalrite, it is said, takes energy from 110-125 and 220-250-volt 
direct-current light or power circuits, transforms it to an alternating 
current of lower secondary voltages for the purpose of energizing 
and operating bells, buzzers, door openers, watchman’s cleck, annun- 
ciators and other kindred signaling devices. 
of 10 and 20 volts, respectively, are provided to take care of such 
cases where several signaling circuits are installed, some of which 
require a higher operating voltage than others. 


Two secondary voltages 








The Hart & Hegeman Mfg. Co., 











Hartford, Conn., has placed on the 
market a new line of H. & H. push 
switches with luminous pendent. The 
R. B. 2081 luminous button H. & H. 
push switch at the left is said to be 
particularly adaptable for hotels and 
apartments, as well as the residence. 
It also is said to prevent soiling and 
marring of the wall paper around the 
switch plate. 








The Westinghouse 
Electric & Manufac- 
turing Company has 
placed upon the mar- 
ket a new electric iron, 
known as the Type H. 
Service and utility are 
said to be the features 
of this iron, and be- 
cause of its sturdy 
construction the user 
is assured of long and 
satisfactory service. 
























THE JoBBER'S ff] SALESMAN 

















For many years, the 
Minerallac Electric Company 
has supplied high grade spe- 
cialties to the electrical world. 

































The bulk of this line has 
been sold through the Jobber. 


At the present time, more 
so than ever, his good-will is 
strongly appreciated. It is a 
true asset. 


T herefore— 


we say to you—Mr. Jobber’s 
Salesman—in selling 





INSULATING COMPOUNDS 
CABLE AND CONDUIT HANGERS 
JIFFY CLIPS 
ALTMAN DESK PUSHES 


our cooperation is extended. 


We will be very glad to ren- 
der all assistance possible. 


Call on us for literature or 


sales information. 





MINERALLAC FLECTRIC COMPANY 


| pensable link in the chain of econom- 


ical distribution. 
is carried out consistently. 


Our jobber policy 
We have 


_ established branch offices in a number 
of the principal cities, and will estab- | 








1045 Washington Blvd. 
Chicago, Ill. 


















lish more of these as time goes on. 
sales are made direct by these branch 
offices, nor will be. These offices are 
established as headquarters for the 
branch manager in charge of the ter- 
ritory, and as a base for the mission- 
ary men working under him.” The 
Black & Decker Mfg. Co. produces a 
well-known line of electrical drills and 
tools and has distributed its line 
through jobbing channels for many 
years. The company is now engaged 
in re-organizing its Chicago branch, 
the better to enable it to render serv- 
ice and co-operation to jobbers in that 
territory. 


Unitep Evectric Co., Canton, O., 
announces several new additions to its 
sales and production forces. Gail 
Murphy and Eugene B. Hanson, both 
formerly with the Cleveland office of 
Hoyt’s Service, Inc., have been ap- 
pointed general sales supervisor for 
the Middle-west and sales promotion 
respectively; William J. 
Tideman, formerly chief engineer and 
factory manager of the Tideman Elec- 
tric Co., Cairo, Ill., has been named 
as chief engineer; and Edward Oscar 
Kuendig, formerly production man- 
ager for Manning, Maxwell and 
Moore, Inc., Bridgeport, Conn., has 
been made assistant to the managing 
director in charge of the factory. All 
are said to be particularly qualified to 
fill their new appointments. 


manager, 


Asgax ExvectricaLt Speciatty Co., 
St. Louis, Mo., announces that after 
April 15 it will resume packing Ajax 
plural socket plugs in the individual 
display cartons which dealers have 
been using as silent counter salesmen. 
Over a recent period the Ajax com- 
pany had been using cartons, packed 
20 plugs to the carton in order to take 
care of the demand and back orders 
for 25,000 plugs. This latter condi- 
tion having been alleviated and a sup- 
ply of the individual cartons obtained, 
the company will revert to its former 
practice which, it is said, has met with 


popular favor. The Ajax company 


| will continue to furnish the three-color 


| combination easel and hanger. 


Tue Torrineton Company, Tor- 


| rington, Conn., announces the addition 


| 
| 


No | 








'Gale’s 


i" 
tn. 


wt) 


‘a 


Big Profits! 


Here, you live-wire salesmen, 
is a chance to increase the 
profits of your house—and 
your own. Quick sales and 
Big Profits result if you will 


get behind 
Gale’s Commutator Compound 








OA GALES + 
3 COMMUTATOR COMPOUND. 3 


SREP IOs FOR USER ry 





Thousands of your customers 
use compound. Why not sell 
them the best? Why don't 
you make the profit that some 
one is going to pick up? 

Commutator Com- 
pound is not only the oldest, 
but it is pronounced the best 
on the market. It has been 
used all over the world for 
more than 30 years. It’s the 
easiest thing to sell—the eas- 


iest and quickest money 
maker. If you are one of the 
few not acquainted with 


Gale’s, let’s send you free 
samples and the selling dope. 


K. McLENNAN & CO. 


Sole Manufacturers 


1751 W. 35th St. : Chicago 





QUICK SALES 


i 


1 
1 
Wl 


Yn 





“my 
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THE BETTER KIND 
of CARBON LAMPS 


Large Regular Types. Candelabra 
and Special Types fitted with 
Candelabra, Miniature and Bayo- 
net bases, 





Wholesalers of all types of Tung- 
sten and Nitrogen Lamps. 


Immediate Delivery 
Send for our Liberal Discounts 


Anthony Wayne Lamp Co. 
A. C. Mainweiler, Mgr. 
1016 Savilla Ave. 

Fort Wayne, Ind. 











A GOOD 
BUY 


A majority of the job- 
bers’ salesmen of this 
country consider The 
JOBBER’S SALESMAN the 
best buy they ever made 
for $1.00. Think of 12 
issues full of live, inter- 
esting sales helps for one 
little iron man! Turn 


now to page 89 and send 


in the subscription blank. 


























| of A. W. Calendar to the Canadian 


sales staff of the Torrington electric 
vacuum cleaner organization. Mr. 
Calendar will make his headquarters 
at Toronto. The announcement fol- 


| lows the establishment of a new Cana- 
_ dian production unit on vacuum clean- 
| ers at Upper Bedford near Montreal. 


F. A. Loudon will continue to act as 
representative for the Upper Prov- 
inces with headquarters at Upper Bed- 
ford. Mr. Calendar was formerly 
office manager at the Springfield, 
Mass., needle plant of the Torrington 
Company. 


GENERAL Evectric Company’s bill- 
ings for 1920 as disclosed by the 


twenty-ninth annual report were 


$275,758,487, an income of $45,778,- | 
504 over 1919. The net value of or- | 


ders received was $318,470,438, as 
against $237,623,932 for 1919. At 


the end of the year the amount of or- | 


ders unfilled, after eliminating all can- 


cellations was $111,778,000, as com- | 


pared with $98,880,000 at the close of 
1919. Reduction of inventories to 
market values of Dec. 31, 1920 


| amounted to $17,803,985. 


Doveias Woop, formerly a district 


| representative for the Bryan-Marsh 
| Division at Chicago, National Lamp 


Works of the General Electric Co., 


| has been promoted to the position of 
| manager of the Colonial Electric Di- 


vision of the National Lamp Works 


| at Warren, Ohio. Mr. Wood replaces 


A. E. Williams who resigned on April 


1, 1921. Mr. Wood has been a mem- | 


ber of the Bryan-Marsh Division at 
Chicago since 1913. He enlisted in 


the army in April of 1917 as a pri- | 
vate and was discharged from the | 


service in the spring of 1919 as a 


major, after having seen some 20 | 


months’ overseas service. 


A. C, Ne son, formerly of S. B. 


| Condit, Jr., & Co., Boston, Mass., has 


been appointed New England sales 
manager of the Arrow Electric Co. 
Mr. Nelson will make his headquar- 
ters at Room 621, Rice building, 10 
High street, Boston. 


Tue P. A. Geter Co., of Cleveland, 
O., has just issued the Royal News- 
paper Ad Sheet, the principal feature 


| of which is advice to the dealer on his 


newspaper advertising. “When you 
spend your money for advertisements 
in vour own home-town newspaper, be 























unbeam 


™ Quality Hand Iron 
Quality Hand 


Pre-eminently the electric iron 
that dominates 1921 merchandis- 
ing.. Unusual individuality and 
unquestioned supremacy make it 
the instinctive choice of women 
who buy discriminately. 

The SUNBEAM will decidedly 


stimulate your electric iron 
selling. 


THE WORLD’S FINEST ELECTRIC IRON 


Complete information given 
immediately upon request 


‘Chicago Flexible Shaft Co. 
5618 Roosevelt Road, Chicago, III. 
Thirty Years Making Quality Products 















“Eveready” 
Wing Assembled 
Porcelain Split Knob 


= 


‘ 


| Salesmen! You sell thousands of Split 
Knobs a year. The Eveready has fea- 
tures which help you sell. The pat- 
ented wing prevents the two parts 
of this knob from becoming separated 
in shipping or handling. Reaches the 
job assembled ready for use. Unusual- 
ly durable. Practically unbreakable. 
Exceptionally high insulating proper- 
ties. Write for complete informaton. 


Also manufacturers of solid porcelain 
knobs and cleats. 


Davidson Porcelain Co. 
East Liverpool, Ohio 


Exclusive licensees— 
Eveready Porcelain Co. 
East Liverpool, Ohio. 
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Saves your time, 
saves theirs — 
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HREAD PROTECTION, \ 
means profit protection 
for the contractor—it as- 
sures quicker, better, more 
satisfactory business for the 
jobber’s salesman. 











peran. 









Saves time in installing; 
threads clean, sharp and true 
with a light coating of 
enamel to prevent rust. 





See www: 







Pittsburgh Standard, with 
its patented Thread Protec- 
tor, costs no more than or- 
dinary enameled conduit. It 
will bring you business. 






les or ere er eee 













Reaches the 
job ready to 
install. 
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“CENTRAL” 
Rigid Steel 


CONDUITS 





The ease with which “Cen- 
tral” Conduit can be worked 
is demonstrated by the test 
illustrated above. The pipe 
was bent cold by hand. Our 
special heat treatment gives 
this remarkable ductility. 


‘Central White” “Central Black” 
(Galvanized ) (Enameled) 


CENTRAL TUBE CO. 


PITTSBURGH, PA. 























F. Ernest Lauderbach, assistant sales 


| manager of the Bussmann Manufacturing 


Co. of St. Louis and beloved friend of a 
host of electrical jobbers, dealers, sales- 
men, and others connected with the buy- 
ing and selling of fuses, died suddenly on 
February 26. Mr. Lauderbach’s untimely 
death followed closely upon the heels of 
an operation at St. Luke’s hospital. If 
friendships were wealth Ernie Lauderbach 
(as he was known among the trade) would 
have been rich, indeed, for he had a ca- 
pacity for making friends that few men 
enjoy. Mr, Lauderbach went with the 
Buss organization in 1918 and since that 
time has met with unusual success in 
merchandising his company’s product. He 
was a salesman of rare ability and his 
death means a great loss to his company 
and the industry. 





sure they are your own advertise- 
ments,” is the advice of the Royal Ad 
Sheet. ‘Do not sacrifice your indi- 
viduality in favor of any product or 
appliance. Do not let your local pub- 
lic think of you merely as some big 
manufacturer’s agent.’’---‘“The reason 
we take this stand,” it concludes, “‘is 
because when you have a solid busi- 
ness of your own, you also have a nice, 
prosperous Royal business.” In pursu- 
ance of the Geier company’s policy, 
the Royal Ad Sheet contains not only 
a certain number of “ready-made” 
newspaper advertisements for the 
dealer but also brief directions as to 
how he may easily create his own ads. 


Tue Buive Birp is known as “A 
Bulletin of News and Sales Ideas 
Published Now and Then in the In- 
terest of Blue Bird Distributors and 
Dealers” and is published by the Blue 
Bird Division of The Davis Sewing 
Machine Co., Dayton, O., which last 
year absorbed the Blue Bird Appli- 
ance Co. of St. Louis. The March 
issue of Tue Brive Birp was devoted 
to the construction of the machine and 
goes into detail to describe its 
mechanical features and operations. 
One interesting department is devoted 
to “What the Other Fellow is Doing.” 
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Beats the Undertaker 


Kelley-Howe-Thompson Co., 
Wholesale Hardware, 
Duluth, Minn., Dec. 15, 1920 

L. B. Allen Co., 
4517-29 N. Lincoln St. 
Chicago, Illinois. 
Gentlemen: 
.... We also want to thank 
you at this time for the co- 
operation given us this past 
season, and might add that 
your product has been one 
of the most satisfactory items 
that we carry in stock. 
Yours very truly, 
Kelley-Howe-Thompson Co., 
By W. R. Hay. 
Your experience with the 
Allen Line of Sodering Flux 
would be equally as satisfac- 
tory. Speak to your buyer 
about stocking it. 


L. B. Allen Co., Inc. 


4586 N. Lincoln Street 
CHICAGO, ILL. 























IT’S PERFECT! 


Note the new way of assembling 


The BULLDOG 
KNOB 


Made and Sold under License 
United States Patent, Feb. 3, 1920 


The placing of the central bush- 
ing on the cap instead of the 
base, places it in a class by itself, 


» You will be safe in recommend- 
ing this knob and all of our prod- 
ucts to your customers. Write us 
for any further information de- 
sired. 


Illinois Electric Porcelain Co. 
Macomb, III. 
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i ‘HE Josser’s SALESMAN is the only 
_* publication devoted exclusively to the 
jobber’s salesman—it is your publication. 


It is a clearing house, for the exchang- 
ing of ideas and selling helps between 
salesmen. 


We think this live, snappy, interesting, 
helpful magazine is worth $1.00 of any- 
body’s money—don’t you?P 


Send your answer on the coupon below. 


Re ee ee ee te a 


4-21 
SUBSCRIPTION COUPON 

THE JOBBER’S SALESMAN, 

1018 South Wabash Avenue, 

CHICAGO, ILL. 

Please enter my subscription to THE JOBBER’S SALESMAN 
for one year. I am enclosing $1.00 in full payment. (Canadian 
Rate, $2.00.) 
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Magnet Wire 


Magnet Wire 
Products 


Quality Service and 
Quantity Production 


The name 


DUDLO 


stands for highest grade magnet 
wire and coils. Used by large 


manufacturers everywhere. 


DUDLO MANUFACTURING CO. 


Fort Wayne, Ind. 
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FRELECTI PURPOSES. 
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Subscription 
Coupon 
Page 89 











The manufacturer has composed a 
series of letters to be mailed to pros- 
pective buyers, a sample of which is 
inclosed with each issue. The letter 
is typed on attractive blue stationery 
and is arranged to bear the signature 
of the dealer. 

THe Watsw Evecrricat Suppiy 
Co., Inc., formerly at 275 Madison 
New York City, has moved 
to 151 West 18th street, New York 
City, where the manufacture of the 
“Walsh All-weather Sockets’ will be 
actively pushed. The retail store 
which was maintained at the Madison 
avenue address has been given up en- 
The electrical jobbing activ- 
ities of the company, however, will be 
continued at the new address, under 
the management of John F. Walsh, 
president. 


avenue, 


tirely. 


Bieapon-Dwun Co., Chicago, manu- 
facturers of violet-ray 
nounces that it has opened a New 
York office at 25 West 42d street, in 
charge of M. H. Sarben. Mr. Sarben 
assisted by a competent staff 
and will carry a complete stock of 
“Violetta”’ His sole 
will be to cooperate with the Eastern 
Mr. formerly 
export manager of the Theo. Stave 
Company, which company will con- 


machines, an- 


will be 


machines. aim 


jobbers. Sarben was 


tinue to handle the export business of 
the Bleadon-Dun Company. Mr. Sar- 
ben is thoroughly familiar with the 
policies of the Bleadon-Dun Company 
as well as the requirements of the 
fitted to fill 


trade and is admirably 


his new position. 


of the death of 
Johnson, for many 


ANNOUNCEMENT 
1 D. Az. 
sales manager of the Michigan Wash- 
ing Machine Muskegon, 
Mich., comes as a distinct shock to his 
Mr. 


pioneers in 


years 
Company, 


friends in the jobbing business. 
Johnson was one of the 
this field, having been connected with 
the washing machine industry for 
years. His monthly. sales letters to 
the jobbers’ salesmen have been vital, 
helpful messages and have enabled 
many to increase their personal effi- 
ciency He will be missed 
by all who knew him. 


and sales. 


Bryant Exvectrric Company of 
Bridgeport, Conn., manufacturers of 
wiring devices, recently completed a 
four-story steel and 
brick building which will be used as 


and basement 





For Telephone 
and 
Telegraph Lines 


Weatherproof and 
Troubleproof 


Where uninterrupted service 
is the first consideration, Chap- 
man Lightning Arresters con- 
stitute the 

First Line of Defense, on 
Toll Lines. 

Train Despatching Lines. 
Patrol Lines. 

Fire Alarm and 

Police Signal Systems. 


Manufactured By 


Minnesota Electric Co. 
MINNEAPOLIS, MINN. 














BERGHMAN INDICATOR 


and SOCKET EXTENSION 
Tells when the 
Iron, Percolator, 
Water Heater, or 
other heating de- 
vice is heating 
or cooling. 
Write: for com- 
plete details. 
Eastern Repre- 
sentative 





43 Warren % 
New York, N. 
West and *Miadis 
West Repre- 
sentative 
JAMES E, 
GLEASON CO., 
515 W. Jackson 
Boulevard, 
Chicago, Hil. 
Manufactured by 
BERGHMAN 
COMPANY 
5427 Fulton St., 
Chicago, III. 
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LE Hee 
[Every Business 


of consequence, ought to have proper card 
EPRESENTATION. 


“WIGGINS 


Peerless Patent Book Form Cards 


many of America’s 











are used by 
largest card users—supPeriority 
of engraving and the 
convenience of the book 
form style ex- 
plains why. 
Send for tab 
of specimens, 
detach them 
one by, one 
and _ observe 
their sharp 
edges and gen- 
eral excellence. 


The John B. Wiggins Company 


Established 1857 
Plate Makers Die Embossers 


CHICAGO 









Engravers 
1108 S. Wabash Ave. 
705 Peoples Gas Bldg. 



















April, 1921 
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PHILLIPS WIRE COMPANY 
PAWTUCKET, R. I. 











ARMATURE SLOT WEDGES 
Made of Hard Maple 


For new and repair work. 


Made to any specification. 
Send us your blue print or sample. 


T. C. White Electrical Supply Company 


1122 Pine St., St. Louis, Mo. 


























Would YOU buy a SECOND-HAND 
CTRIC MOTOR at ANY price? 


you KNEW it to be as good as new? 
Wire us your inquiries. 


Second-hand Electric 
EGORYG Motors Bought, Sold and 
ELECTRICCO. 


Exchanged. 
CHICAGO, ILLINOIS 







In business since 1893. 
* 16th and Lincoln Streets Chicago, Ill. 








HEMINGRAY 


Glass Insulators 





No. 9 Pony. 
Specify 


No. 19 D. G. D. P. 
“Hemingray” 


Hemingray Glass Co. 
Muncie, Ind. . 

















a finished goods warehouse and ship- 
ping department. The building is T- 
shaped, covers a space approximating 
224 feet by 60 feet and contains over 
67,000 square feet of floor space. It 
is white enameled throughout, like 
other buildings of the Bryant factory, 
and a portion of the top floor will be 


| used as a rest room for women em- 


ployees. 


WeEsTINGHOUSE Lampe CoMPANY’s 


| new Bloomfield plant, started last 


spring is nearing completion. The ex- 
pansion includes 230,014 sq. ft., part 
of which is an extension and the re- 
mainder an entirely new building of 
four stories. New quarters will be 
provided for the commercial and gen- 
eral engineering departments, for fin- 
ished stock, for a.speciak lamp manu- 
facturing division equipped to put out 
5000 lamps a day, for shops, ete. On 
the roof of the new building is a long- 
range wireless telephone outfit. 


Tuere’s Goop Pusuicity for the 
dealer in taking advantage of oppor- 
tunities for talks before women’s clubs 
on the use of electric appliances. The 
point is brought out in an article in 
the April issue of Royal Breezes, 
monthly house organ of The P. A. 
Geier Company of Cleveland, Ohio. 
He must treat the subject from a 


broad, non-commercial point of view, | 


but if it is handled in this way, in a 
fair, impartial spirit, the women will 
be appreciative listeners and the deal- 


er will soon acquire a reputation for | 


being an authority in this field in his 
particular community. More 
more clubs are including the electrical 


and 


side of housekeeping in their study of | 


home economics. 


Burack & Decker Mre. Co., of 
Towson Heights, Baltimore, Md., has 
developed a new post or wall drill 
which has been designed especially for 
use as a drill press for heavy drilling 
or precision work. This drill can be 


| detached for portable work in a few | 


| seconds, the company states. 


| size. 


construction is exceptionally rigid and 
all parts are of unusually generous 
The vertical column is a solid 


The | 


| steel shaft 1;@ in. in diameter and is | 
| clamped to the wall or post by means | 
| of heavy brackets at top and bottom. 
| It is pointed out that as both the drill | 


bracket and drilling table have hori- 
zontal and vertical adjustments this 


B & D drill is a flexible outfit. 
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Successor to 


AMERICAN CROSS- 
ARM COMPANY 


Ae 














CEDAR POLES 


Northern 
White Cedar 


Western 
Red Cedar 


Plain or 
Butt Treated 


T. M. Partridge 
Lumber Company 














Cedar Poles 


Butt Treating 
Open Tank Process 


The Valentine-Clark Co. 
Spokane, Wash. 


Minneapolis Chicago Toledo 


POLES 


NATIONAL POLE CO. 


Escanaba, Mich. 














220 Broadway, 
New York 


2844 Summit St., 
Toledo, O. 


Rialto Bldg., 
San Francisco, Calif. 
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Ready for Your Customers! 


These are real business days for real business getters. No more 
“sellers’ market,” no more order-dodging, no more delayed deliv- 
eries! For the SALESMAN who can get out and get under and 
come through with the business, it’s the Opportunity of a life- 
time. 


During the past there was a shortage of National Metal Molding 
and Fittings—just as there was of most other electrical products. 
But not now! Rapidly-returning normal conditions find us with 
increased manufacturing facilities and complete stocks of Metal 
Molding and all “National” Fittings and Devices—ready for your 
customers’ requirements. 


And we have just issued a new Metal Molding Hand-Book that completely 
covers the subject. If you want copies for any of your customers, just 
let us know. 


National Metal Molding © 


Fulton Building Pittsburgh, Pa. 
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C "Sundress 


WASHES ; . WRINGS . ° IRONS 









































A B C—the COMPLETE line of home laundry labor-savers: A BC Ironer (self-motored, or capable of being run by A B C washers); A B C 
Super Electric Washer; A B C Super Power Washer; A B C ‘Alco’? Washers, dolly-type, single or twin tub, electric or power drive. Retail 
price range, $100 to $170. 














Train Your Dealers How to Sell! 


HE jobber’s salesman who would 

compete with maximum success 

against factory salesmen,* in the 
sale of electrical appliances, must pursue 
similar tactics. 


Today it is no longer sufficient merely 
to induce a number of dealers to han- 
dle the appliances which your firm dis- 
tributes. 


This fact has long been recognized by 
alert specialty salesmen. Consequently, 
the taking of an order with them is but 
a beginning. They realize that a steady 
future volume of business depends on 
the success that dealers have in dispos- 
ing of the appliances at retail. 


So they devote more time to their dealers after sell- 
ing them than they do before selling them. They 
instruct their dealers how to demonstrate, how to 
bring out all the sales points, how to arrange at- 
tractive store and window displays, how to adver- 
tise, how to seek and find prospects that do not 
come to the stores. 


It is because they know that nowadays, sales must 
be sought with vigor, that they train their dealers 
to leave no stone unturned in locating buyers. 


Too many appliance dealers still expect business 
to come to them. They do not know how to go 
out and find it, as must be done this year. 


The jobber’s salesman must train his dealers in 
this art. Otherwise, the specialty men who train 
other dealers will get most of the business. 


We have published a handy pocket-edition of a 
Sales Manual that contains 96 pages devoted al- 
most wholly to the subject of selling electrical 
appliances at retail in a “buyers’ market.” 


We have yet to discover a single point that it does 
not thoroughly cover. It is an authority on the 
entire matter. 


Any jobber’s salesman who will read this book 
and absorb its contents, will be in prime position 
to instruct his dealers in all of the five points of 
modern appliance selling. 


A copy of this manual may be had, without charge, 
provided you represent an A B C jobber. Write 
for it. A few hours given over to its study will 
give you an advantage over other salesmen, and 
will enable you greatly to increase your earning 
powers. 


*%We estimate that 80 to 90% of the manufacturers of 
electric washers sell almost entirely direct to the dealer. 











ALTORFER BROS. COMPANY 


PEORIA, 


ILLINOIS 


NEW YORK SAN FRANCISCO BRANTFORD, ONT. 







































Quiet Operation 


HE unusually quiet operation of the 


R. & M. Fan is not only a feature 
which has a very strong appeal in itself, 
but when the dealer points out to the cus- 
tomer that such operation is absolute 
proof that the fan is perfectly balanced 
and the parts are accurately fitted, it has 
a double appeal which is very effective. 


‘Every customer can understand readily 


that perfect balance with consequent 
freedom from vibration, together with ac- 
curate workmanship, means reliability 
and long life. And this is something 


everyone wants when purchasing a fan. 


Every Jobber’s Salesman should see to it 
that his R. & M. Fan dealers recognize 
the importance of this feature of the Rob- 
bins & Myers Fan. 


THE ROBBINS & MYERS COMPANY 


SPRINGFIELD, OHIO 


New York Boston Philadelphia Buffalo Chicago Cleveland Cincinnati San Francisco 


Robbins & Myers Fans 


St. Louis 
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